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Rough Proofs 


Prophylactic bristles can’t come 
out, though they sometimes break 
off. the advertiser admits. But when 
the customer finds one in his teeth, 
how does he know whether it came 
out or just broke off? 


= 


“Fifty? Now let’s accelerate,” sug- 
gests Graham. 
Better see if there’s a motorcycle 
behind you first. 


7 F W@W 


Elgin, the newspapers say, is cele- 
brating better times. 
In Elgin it should be butter times. 


’ FF F 


Bill Corum, Rough Proofs’ favorite 
sports expert, talks of dietitians, and 
like most newspaper writers, cheer- 
fully misspells that interesting word. 


~~ = 


Walter Winchell says the Post- 
office is going to advertise to in- 
crease the use of the mails. Maybe 
they're taking Jim Mangan’'s “Write 
a Letter” ad seriously. 


=~ 7 F 


The Courier-Journal had rotogra- 
yure pictures of the Kentucky Derby 
on the street ninety-five minutes 
after the race was run. Cavalcade 
must have tipped them off. 


oe ie 

Lava, it is asserted, is “the soap 

of 1001 uses that keeps hands 

lovely.” Women will wonder why 
the other thousand are mentioned. 


>, FF FF 


Even beauty editors, Lux says, in- 
sist it’s all right to wash your face 
with soap and water—that is, pro- 
vided you don’t go to extremes. 


-— 2S 


The gals who think soap is bad for 
their lovely epidermis must have to 
be very, very careful when they take 
a bath not to get wet in the wrong 
spots 


= 3 * 


Maybe it was a couple of cold- 
cream, soapless ladies about whom 
the famous ditty was written: 
Mother, mother, may I go swim? 

Yes. my darling daughter, : 
: Hang your clothes ona hickory limb, 
But don't go near the water. 
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Second-class postal rates are to be 
reduced July 1. Is President Roose- 
yell trying to heap coals of fire on 
the heads of those freedom-of-the- 
press boys? 

v v v 


Now that the Bon Ami chick is 
being asked to jump in and do a com- 
petitive selling job, maybe it will in- 
SISt_ on changing the slogan, “Hasn't 
Scratched yet.” 


7, = *F 


Chase & Sanborn tea will “awaken 
the Senses” in 1934, instead of 
iuickening the emotions,” as last 
year. The old ways were better. 


. F FF 


Tt turns out that the plan of at- 
aching swatches to newspaper ads 
'S against the law. You can’t blame 


the advertisers for trying. 
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ck without Sally Rand, the Cen- 
‘Ty of Progress for 1934 will be a 
"ghty good show. 
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Copy Cus. 


ENLARGE SCOPE 
OF SQUIBB PLAN 
FOR RETAILERS 


Trade Campaign for ‘‘Sound 
Retailing’ Launched 


New York, May 17.—With another 
successful year behind it, the Squibb 
Plan, Inc., is making more attractive 
the terms of its retail druggist profit- 
sharing contracts to enable participa- 
tion of more shareholders and at the 
same time E. R. Squibb & Sons are 
launching a drive in support of 
sound retailing, it was revealed this 
week in connection with the issuance 
of the annual report by Carleton H. 
Palmer, president. 

Net earnings of E. R. Squibb & 
Sons for the year ended Dec. 31, 
1933, were $1,124,455 after all 
charges, including depreciation and 
all forms of taxation and profit-shar- 
ing distribution to Squibb Plan 
shareholders. Net earnings of 13.44 
per cent during the year were re- 
ported for the Squibb Plan. 

In the preceding year, net earn- 
ings of E. R. Squibb & Sons were 
$1,236,457, the decline being attrib- 
uted to somewhat lower sales due to 
the credit situation and the com- 
pany’s refusal to sell to dealers who 
demoralize the market. 


Urges Sound Retailing 


The first step in the sound retail- 
ing campaign is a large advertise- 
ment, entitled “Squibb Urges Sound 
Retailing,’ appearing in pharmaceu- 
tical papers. This copy will be fol- 
lowed by more on the same subject. 
Figuring prominently in the cam- 
paign is a list of certain Squibb prod- 
ucts designating ‘rational minimum 
retail prices,” each of which is cal- 
culated on the basis of cost price as 
established under the retail drug- 
gists’ code effective last April 8. 

“Aggressive price-cutting,” says 
this first advertisement, “is to be 
condemned as destructive of every 
interest involved. It means the sac- 
rifice on the part of the retail drug- 
gist of necessary profit—profit with- 
out which he cannot render the serv- 
ice to the medical profession and to 
the community which is expected of 
him. 

“The only safe practice is to earn 
a reasonable profit on every sale. The 
retailer who disregards this funda- 
mental rule of sound business places 
himself upon the slippery road to 
failure.” 

After explaining the method used 
in quoting “rational minimum prices” 
on the list of Squibb products which 
includes aspirin tablets, cod liver oil, 
dental cream, shaving cream, milk of 
magnesia, talcum powders, sodium 
bicarbonate and others (these, how- 
ever, are not mentioned specifically 
in the copy) the advertisement con- 
tinues: 


Stand on Legal Rights 


“We hold these minimum retail 
prices to be fair to the retail drug- 
gist and to the consumer. They may 
be revised by us as additional facts 
necessitating change become avail- 
able. 

“Accordingly, we take the position 
that sales which are made below 
these minimum prices will be con- 
trary to sound business policy and 
we shall reserve our legal right to 
refuse to sell our products to any 


(Continued on Page 29) 


MYSTERY BALLOONS 


oe 


f esis 
= , NEEDED A MAN’S 


ee 
| i ad TOUCH 


One of the current Listerine ad- 

vertisements in magazines in which 

the ballooned conversation ap- 

pears somewhat mysteriously from 

a black background, the speakers 

being identified only after the 
story is told. 


ADVERTISING T0 
AGAIN DOMINATE 
CHICAGO'S FAIR 


‘Biggest Advertising Show’’ 
To Reopen May 26 


Chicago, May 17.—With Chicago’s 
Century of Progress exposition sched- 
uled to reopen for an all-summer en- 
gagement on the lake front May 26 
the attention of the advertising world 
is again being directed to what has 
been called “the world’s greatest ad- 
vertising show.” 

As was the case last year, the ex- 
hibits of national advertisers will 
dominate the picture, with the vast 
majority of those who were repre- 
sented last year returning for the 
new run, and several important new- 
comers appearing on the scene. 

The most notable addition to the 
ranks, of course, is Ford Motor Com- 
pany, whose huge building and ex- 
hibit, occupying the largest area of 

(Continued on Page 30) 
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Copeland Bill Called 


Up Suddenly; Hope for 
Its Passage Dwindles 


forecast passage of the 
legislation at the present session, 
even Senator Copeland contenting 
himself with announcing that “so far 
as I am concerned my last word is 
that Iam going to make every honor- 
able effort to pass the bill.” 

The bill was called up in the sen- 
ate as the result of an opera bouffe 
situation in which the senate read- 
ing clerk read the results of a vote 
incorrectly. On the insistence of its 
sponsor the Copeland- Tugwell bill 
was put to a roll call vote on the mo- 
tion that it be taken up for debate. 
Previously a viva voce vote had 
shown a majority against considera- 
tion of the measure. 

On the roll call, however, the mo- 
tion was agreed to, 26 to 22, but with 
the rules of the senate requiring a 
quorum of 49 to be present at a 
|record vote, the motion would have 
been lost, had it not been for the 
fact that a clerk announced the vote 
as 26 to 24, indicating a total of 50 
votes, instead of the 48 actually cast 
on the motion. Senator Copeland 
was then allowed to explain the 
measure. 


Discussion Is Brief 


proposed 


The poor showing made by the 
measure on the test vote led Demo- 
cratic leader Joseph T. Robinson of 
Arkansas to announce later that the 
measure would not be pushed. 

In the interrupted discussions on 
the measure it was stated that a 
flood of letters, telegrams and vari- 
ous communications had been re- 
ceived regarding it. Information was 
sought from Senator Copeland as to 
whether his bill was the Tugwell 
bill, to which he replied that “it is a 
different measure,” having been re- 
vised several times. 

Senator Copeland asserted that 
144 publications united to oppose the 
original bill, bringing about a special 
study of the “advertising features” 


Last Minute 


News Flashes 


by the Federal Trade Commission. 


sions. J. Walter Thompson Compan 


Inc., where he will be in charge of 


Kolynos Advertising Claims Modified 


Washington, D. C., May 18.—The Kolynos Company, New Haven, 
Conn., is one of ten advertisers who have agreed to stipulations imposed 


Kolynos will cease representing that 


its tooth paste will whiten teeth three shades in three days. 


Traffic Audit pe Moves to New York 


New York, May 18.—Headquarters of the Traffic Audit Bureau, Inc., 
have been transferred to New York, former offices of Traffic and Transport 
Associates, Inc., at 1 Park Ave. being taken over. 
be continued as a branch but the executive personnel, headed by Dr. Miller 
McClintock, auditor, will be stationed in New York. 


The Chicago office will 


Pennsylvania Railroad Names Lefton 


New York, May 18.—The Pennsylvania Railroad has appointed Al 
Paul Lefton Company to direct advertising of the eastern and central divi- 


y will continue to handle advertising 


of the western division through its Chicago office. 


Guyer Joins Joseph Seagram & Sons 
New York, May 18.—William Guyer, recently advertising manager of 
Schenley Distillers Corporation, has joined Joseph E. Seagram & Sons, 


package development. 


Washington, D. C., May 17.—After considerable parliamentary 
maneuvering Senator Royal 8S. Copeland of New York yesterday suc- 
ceeded in securing senate consideration of his pure food and drugs bill 
(S. 2800), and thereby stirred up flurries of excitement in advertising 
and publishing circles throughout the country. 


adjournment yesterday the senate turned to other business, and none 
could be found who was willing to — 


However, before 


and their subsequent revision and re- 
vamping. “I know of no determined 
opposition to the present bill except 
from isolated industries which feel 
adversely affected,” he said. 

In defense of his bill the senator 
sought to explain to the compara- 
tively few members present the vari- 
ous suggested amendments of the 
subcommittee which had, in his opin- 
ion, largely eliminated opposition. A 
formal statement placed in the 
record concerned itself largely with 
the place that advertising plays in 
modern merchandising and the need 
for an effective curb over false and 
misleading statements on labels, in 
printed advertising, and in  broad- 
casting. 


Measure Is Sidetracked 


Senator McNary of Oregon sought 
to amend the bil! from the floor to 
protect the apple associations, who, 
he said, were embattled over “the 
arbitrary powers given to the Secre- 
tary of Agriculture.” 

It was finally decided by the sen- 
ate that the Copeland measure be 
printed in the record with all the 
committee amendments, Senator Mc- 
Nary observing that since the tariff 
bill was to be taken up, making it 
necessary to vote a reconsideration 
of the Copeland bill later, publica- 
tion of the projected measure would 
make it impossible for any to plead 
ignorance of the bDill’s final pro- 
visions. 

During the brief discussion of the 
measure Senator Copeland sought to 
allay the fears of those who thought 
the measure might be “railroaded”’ 
through by announcing that “no one 
is pressing for final action.” 

Uditorially the Washington Daily 
News, which has consistently cham- 
pioned the legislation, today de- 
clares: 

“Congress apparently will do noth- 
ing about the pure food and drugs 
bill before adjournment. Sharp op- 
position to the Copeland bill, in spite 
of its many revisions, was apparent 
during the brief senate discussion. 
It is not included on the administra- 
tion program for the remainder of 
the session. Even if it should slip 
through the senate, there is no like- 
lihood of its getting through the 
house.” 


Defeat for Tugwell 


The News further observes that 
“this is a major defeat for Under- 
secretary of Agriculture Rex Tug- 
well. He first proposed strengthen- 
ing the food and drug act last year. 
Though his original suggestions were 
much modified in the Copeland bill 
he was still anxious for its pas- 
sage.” 

Generally speaking, it is recog- 
nized here that the sudden introduc- 
tion of the much discussed measure 
on the floor of the senate yesterday 
and its immediate sidetracking lends 
further strength to the prediction 
made in the Apri 17 issue of AvER- 
TISING AGE that neither the Cope- 
land bill nor any other revision of 
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the pure food and drug act can be e ll exact nature to run in the Journal. | advertised goods to qualify and sev- 
enacted into law at the present Ne W Pitfa S The company points out to deal- eral population classes have been 
session of congress ers that the number of marriages is | created to give all jewelers a chance. 


et = For Guests at rapidly increasing and that June, Judges will be P. M. Fahrendorf, 
' ° /1934. will see the largest buying of | of the Jewelers’ Circular ; C. W. Hen- 
Urges Use of Mail June Weddings wedding gifts in many years. It is|stenburg, Niagara Lithograph Com- 


alin 
—_ 


In order to stimulate advertising, providing newspaper mats of all| pany, and W. A. Powers, art director, 
STaGRINEtOn — TOUTNNRAN eT tage = sizes 4o help dealers cash in on this | Ralph H. Jones Company, the agency 
ae pliers agp atten Meriden, Conn., May 17.—A_ five- | volume. = charye. Soarmen F. Johnson is GOTHAM ADMEN 
tion to the value of the mails in sell- point program aimed at wedding Emphasis is given to numerous advertising manager. 
ing. guests as well as principals in ro-| other sales aids. One is a “Bride's : _ sacuiehatins 

: mances which reach their fruition! Bouquet of Silver” container, de- Drescher to Paint Firm ae 7 
Two Join Rickerd in June has been announced to deal-| signed especially to catch the eyes Norman W. Drescher, who resigned New York May 7 That advert | 

Russell AuWerter, art director, | ers by International Silver Company. | of guests. Another is bridal cut-out ,>)j) 39 as vice-president in charge ine men are not Per ms : 

and Robert Staples have joined the — ‘phe Keystone of the campaign is a Place cards, which may be obtained | of sales and advertising for Valen- B wate ‘ . in 


staff of C. E. Rickard Advertising 


; : _ : D the. - sales potentials, copy slants and ¢ir. 
four-color spread in the June issue of either direct from the company or tine & Co., has been appointed gen-| ~“ I PS I 
Agency, Detroit. 


: . * . |culation analyses may be addy 

the Ladies’ Home Journal, dominated from dealers. eral sales manager for American As-|.~* ; pi rade : luced 
; phalt Paint Company, Chicago. He from ¢t ie roster of the men backing 
Window Display Contest will direct sales policies for the com-|the fifth annual horse show of the 


pany and its subsidiaries, Chi-Namel 


by an illustration of a bridal bou- 
quet in its natural colors, set against 
a background of lavender. The ad- Finally, a $1,500 window contest 


Howard Promoted 
K. W. Howard has been appointed 


ii A Ds, opmngyrowe Company, Cleveland, and Water ' 
: Ag — eo ttene fink. vertisement bleeds on three sides, |for retailers began May 11, to run Proof Paint & Varnish Company, ! 
mits ; publishers’ representative. and is said to be the first of this to June 9. Dealers must display the | Watertown, Mass. Ls 
Ad - = ee ji | 

% i \' | 
ete 
- 

I 
' 
¢ 1 
nother Kecommendation Jor 
VILLE Market 
e | 
Nelson R. Perry, executive chair- | 
man for the event, up on his Devon 
roth hunter, High Boy. 
Bronxville Riding Club, recently an- 
nounced for May 26 by Clarence , 
Francis, executive vice-president of | 

General Foods Corporation, the club's 

president. 

Nelson R. Perry, Liberty's advertis- 
ing manager and former army cay- 
alry officer, is chairman of the execu- : 
tive committee in charge of arrange- 

if ments for the show. 7 
: Other advertising men who are 

Wholesale Orders Close to joining in the movement to pay trib- : 
1932 and 1931 Levels, ute to His Majesty the Horse are Roy 
. C. Hollis and Ray T. Wilken, general 
Agency Finds. manager and advertising manager, 
respectively, of the New York Daily | 
News; Robcliff V. Jones, Borden vice- i 
1 HIGHLIGHTS OF FINANCE president; Atherton W. Hobler, of 
Benton & Bowles, Inc.; Lawrence L. ) 
Ehenfield and Frank Dougherty, of | 
By TRADER. Pedlar & Ryan, Inc.; Peter Vischer, 
RETAIL TRADE IN LOUIS- a = re rig at ae : 
ville and Kentucky this week held Hay ware . of atten, Bar on, Durstine 
up well, with the after-Easter lull & Osborn, Inc.; William G. Packard, 
‘In business scarcely perceptible, Shepard's Citations; and Paul Brown, | 
Dun & Bradstreet said today. The illustrator, whose forte is horses. | 
agency’s survey added: “Draperies, Judging of form at the event, 
housefurnishings and _ seasonable which will be held at the club’s park, 
ag items are currently showing the California Road, Tuckahoe, will in- | 
largest percentage of gain. - The volve the appraising of feminine 
increase in wholesale orders has charm, as well as the valuation of 
pp lean ig Rnd = — = equine and equestrian excellence. 
plements are running ahead of Another Contest 
orl ga ince: Bann Tigre) em \ 4 Lain Westchester society girls will 
stuffs are well occupied. Auto- oppose a like number of professional 
mobile sales ate around 25 per models from the Lord & Taylor sta 
cent larger than a year ago. Cur- bles in the staging of a style show 
tailment of working hours in coal f and a bathing beauty contest, which 
mining districts of the State may will compete with King Horse for the 
Place production and distribution } attention of the crowd. The privilege 
on a twelve-month basis, in order of judging the models, or the styles. 
to assure adequate “eserves. will be auctioned to the highest bid: 
. | ders. 

While it is not expected that the 
extra-curricular activity of this sec 
tion of the advertising fraternity 
will lead to any basic innovations i2 
sales strategy, it is freely predicted 

. in advertising circles that artists pol 
lng horses and girls, or girls and 
--and you can reach and sell pores will sasoesiey som ert 

} p Lediaiaent of their work after May 2 

this market effectively thru--- ;' — 
Senate nee Bill to 

¢ Control Communications 
77 | The United States Senate has 
Che Courier ~ ZOMVL WAL, passed the Dill bill to create a five 
man bi-partisan commission to res" 

late all forms of communication. 
An amendment previously adopte’ 
’ ‘HE i OUISVI LLE } T requires the commission to prevel! 
an individual or group from monop™ 
MES. lizing any broadcasting facilities. |" 
also called for “broad diversiice 
: : . ° and free competition in broadcas! 

Mayor Markets Newspapers, Inc., -:- Audit Bureau of Circulations programs.” 

Represented Nationally By The Branham Compeny License Trading Stamps 
A bill to license issuance of trad: 
ing stamps at $1,000 a year and re 
demption for them at $250 a yea’ 
= ~~~ a has been presented to the Kentuck! 


assembly. 
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WAR PAINT 1S 
DONNED BY OIL 
BURNER TRADE 


Calls Gas Copy ‘‘Extravagant 
and Misleading’ 


New York, May 17.—Charging the 
ndustry with “extravagant and 

mi iding advertising,” the oil bur- 
ner trade this week made known its 
intention to “carry the facts to the 


public and to municipal, state and 
federal authorities.” 

This action was taken following 
, special joint meeting of the direc- 
rorates of the American Oil Burner 


Association and the Distillate Bur- 
ner Manufacturers’ Association, at 
which R. M. Sherman, president of 
the former, said he had _ resigned 
trom the oil burner code authority 
to cive his full time to the gas prob- 
lem 

“Because no action has been forth- 
coming trom the NRA with respect 
to unfair competition on the part of 
the gas industry and because the oil 
heating industry is looking toward 
its biggest year,” said Mr. Sherman, 
“the association proposes no further 
delay in its plain duty to protect the 
interests of all oil burner dealers in 
territories affected by gas competi- 
tion 

Lack of Action Deplored 


“Despite the fact that the oil bur- 
ner code authority entered a com- 
plete and official bill of particulars 
Jan. 3 at a public hearing in Wash- 
ington in the natural gas code, noth- 
ing has been done by the administra- 
tion to correct a most unequitable 
situation existing between the natural 
gas code on the one hand, and the 
oil burner code, on the other. 

“In the meantime, the utilities 
have continued to employ misleading 
advertising and to engage in un- 
ethical and unfair merchandising 
practices not permitted the oil bur- 
ner industry under its code of fair 
competition.” 

C. J. Bassler, chairman of a special 
committee on gas competition, as- 
serted that following an “extrava- 
gant advertising and merchandising 
campaign” by gas utilities in one 
city, about 30 per cent of the instal- 
lations made in homes by gas com- 
panies have been removed “because 
of excessive and unanticipated costs 
of heating with gas.” 

Mr. Sherman referred to the “para- 
lvzing effect” of such campaigns, 
Which he said constitutes the oil 
burner industry’s major national 
proble m. 


Van Ducee & Rideout 
Show Samples of Work 


Van Doren & Rideout, 2136 Ash- 
land Ave., Toledo, O., industrial de- 
signers, have just issued an excep- 
Uonally attractive brochure, “Before 
and Atter,” showing examples of the 
“esign work of the firm for such a 
diversified group of clients as To- 
edo Scale Company, American Na- 
“onal Company, Easy Washing Ma- 
‘ine Corporation, ete. 

The before and after views are 
“companied by text which explains 
‘le reasons for the changes in de- 
“gn, and the benefits. 


’ 
Women’s Ad Club 

Elects New Officers 
> The Women’s Advertising Club of 
“leveland held its annual dinner 
“eetne at the Chamber of Com- 
» May 8. New officers are: 
President, Florence Griffin, Griffin 


ly aig Inc. ; vice-president, 
hss Stevens, MeCann-Erickson, 
Pe treasurer, Laura ; Scott, R. L. 
i « o.; corresponding secretary, 
(, ted Birchall, Foundry Equipment 


,. ety; recording secretary, Bea- 
lrudelle, Trudelle Advertising 


) 


Berg Leaves Designer 


nde name of Thelander & Berg, 
», S'tial designing firm, Rockford, 
ie ca been changed to C. J. The- 
, -!. design studios, as a result of 


sa 


Berg's withdrawal from the 
ization, 


W. G. Jones Heads 


Louisiana Press Group 

W. G. Jones, Denham Springs 
News, was elected president of the 
Louisiana Press Association at the 


annual meeting held in New Orleans. | 


Other officers: 

Isaac Chapman, Morehouse Enter- 
prise, Bastrop, secretary-treasurer; 
vice-presidents, Estelle Tannehill, 
Winnfield News-American, and Edwin 
M. Roy. 


Plan Milk C pelen 


The Connecticut Milk Producer- 
Dealers’ Association has opened a 
permanent office in Hotel 
Hartford, for its educational and 
publicity committee, to launch a 
statewide advertising campaign. 
Newspapers, radio and outdoor will 
be used. 


Pa 


cniiieiee ani es | 
: i 
2 
= 


* 
g 


IN CHICAGO a 


Color and Motion combine in 


Company roof sign to drive home in the minds 
of passers-by the name of a Curtiss product. 


PROUD 
THEIR 


Important advertisers everywhere—both 
national and local advertisers—are fast 
coming to realize the very real advertis- 
ing value of electric signs on their factory 
roofs—are making Factory Identification 
an important part of their advertising 


programs. 


Representative of the signs being erected 
by Federal for advertisers throughout 
the country are these “electrics” on the 
plants of the Curtiss Candy Company, in 
Chicago, and Tasty Baking Company, in 


Philadelphia. 


These companies, and 


realize the value of Identifieation—are 


Garde, | 


PLANTS 


BY W. D. KRUPKE 


Vice-President in Charge of Sale« 


General Mills 
_ Brings Parade 
_ Of Champions 


| New York, May 17.—The “parade 
'of champions” headlined in a recent 
| publication campaign, will be brought 
to life by General Mills, Ine., in a 
broadcast over the Columbia Broad- 
|'casting System Saturday night. 

Almost every branch of sport will 
| be represented by its most able ex- 
|} ponent in what will be the greatest 
gathering of champions ever brought 
ltogether in one room. Ted Husing, 
CBS sports announcer, will act as 
master of ceremonies. 

Primo Carnera, heavyweight cham- 


. 
. ot SB ES 
. a ine sniteuen . ‘ 


this Curtiss Candy 


OF 


Tasty Baking Company cashes- 
in on the valuable advertising 
space on its roof. Factory Iden- 


many others, 


tieing-in their plants with their other 


forms of advertising—effectively and 


profitably. 


You, too, can eash-in on the valuable 
advertising space on your factory roof 
—drive home your advertising message 


to all who pass your way. 


BALTIMORE 


LOUISVILLE 


Why not send us a photo of your plant? 


We shall gladly make recom- 
mendations—without obligating 


you in the least. 


FEDERAL BRILLIANT CO. 
St. Louis and 
Kansas City, Mo. 


pion of the world, will tell how he! golf and tennis, respectively, while 


! 

| expects to defend his title from the 
| onslaught of Max Baer June 14. 
| Barney Ross, lightweight champ, 
who also craves the welterweight 
crown, will make a prediction about 
/his big fight May 28, while Jimmy 
McLarnin, his opponent and present 
welterweight title holder, also will 
be on hand. 

Baseball will be represented by Joe 
McCarthy, manager of the New York 
Yankees, who are making their op- 
position look somewhat under-nour- 
ished in the present American 
League race. Benny Friedman, late 
of Michigan and now coach at C. C. 


pects. 
Gene Sarazen and Ellsworth Vines 
or capable substitutes will speak for 


g : i= 
IN PHILAD 


CINCINNATI 
MILWAUKEE 


DALLAS DULUTH 


Subsidiaries: 


N. Y., will discuss 1934 football pros- | 


Ted Husing will draw a pointed ret- 
erence to the fact that most of the 
champions in every line are careful 
to consume food products carrying 
the General Mills brand. 


Remove Lottery Ban 
The U. S. House of Representa 
tives has given its approval to a 
measure to permit newspapers to 
announce winners and prizes in lot 
teries held by churches, civic, chari 

table and fraternal organizations. 


Cleaning Paper Starts 


American Dry Cleaner, a new 


monthly, made its appearance with 
ithe April issue, published by Roth & 
Son Publishing Company, 622 Diver- 
sey Parkway, Chicago. 


EL 


HOUSTON 
MINNEAPOLIS NEW ORLEANS PHILADELPHIA ST PAUL 


Tulsa, Okla. 


PHIA 
tification is combined with the 
advertising of one of its well- 
known products. 


: 
i 


é 
APIO EACLE DR IED” 


FEDERAL ELECTRIC COMPANY, INC. 
CLAUDE NEON FEDERAL COMPANY 


225 NORTH MICHIGAN AVENUE 


CHICAGO 


INDIANAPOLIS ~~ LEXINGTO + 


CLAUDE NEON FEDERAL CO., SOUTHWEST 


Oklahoma City, Okla. 
Wichita, Kansas 
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Consumers 


The opening of the 1934 edition of 
the Century of Progress exposition 
May 26 provides another opportunity 
for study of consumers, of which ad- 
vertisers, including exhibitors and 
others as well, will undoubtedly take 
even more advantage than they did 
in 1933. The Chicago world’s fair is 
a human laboratory in which reagents 
and reactions can be observed on a 
huge scale. 

Advertisers whose products are ex- 
hibited at the fair of course have a 
direct opportunity for contact with 
consumers in the mass and can study 
the attitude of a large section of 
their markets toward their products 
and their appeals. The fact that Gen- 
eral Motors and others who invested 
huge amounts in exhibits last year 
are using similar methods this year 
is an indication that the verdict of 
their customers and prospects was 
favorable. 

But no matter whether an adver- 
tiser is seeking direct business 
through exhibits or not, he will have 
a remarkable opportunity to find out, 
by personal contact with the millions 
who attend the fair, what people in 
1934 are thinking about. Are they 
more responsive, with the return of 
more normal economic conditions? 
Are they curious? Does the lure of 
the appeal of science hold 
more attraction for the typical Ameri- 
ican who visits the big show on Chi- 
eago’s lake front? 

A great many 


sex or 


advertising execu- 


tives depend on cold figures and 
purely statistical presentations for 
their information about consumers. 


But there is much to be said in favor 
of a direct, personal, face-to-face con- 
tact with typical consumers from all 


! 


in the Mass 


parts of the United States and Can- 
ada as a check on the sometimes fal- 
lacious suggestions of the statistical 
charts. 

Many advertising men profited last 
summer from seeing the fair, not 
only because of the new ideas which 
they gained from the skillful and 
spectacular presentations of some of 
the greatest merchandisers in the 
world, but because of what they 
learned of the genus homo. Over 
22,000,000 people attended the show 
in 1933, and with the vastly improved 
business conditions now in effect it is 
not unreasonable to suppose that the 
attendance figures will be equalled or 
surpassed this year. Consequently 
humanity in the mass will be on ex- 
hibit, ready for the analysis of the 
observant student. 

Advertisers will again profit from 
the fact that the fair will be impor- 
tant news during the next five 
months, and will be able to employ 
their activities at the Century of 
Progress as a basis for live, readable 
newspaper and magazine copy. In 
this way it will parallel the star 
radio programs which enable adver- 


tisers to talk to consumers about 
entertainment features they have 


learned to like and to look for. 
World’s fairs are held at rather in- 
frequent intervals, and the fact that 
people come from all over the coun- 
try to visit them supplies a cross- 
section of the population which is 
seldom brought together on such a 
large scale. From that standpoint, 
the 1934 exhibition deserves the spe- 
cial study of all engaged in influenc- 


ing the opinions and actions of 


America’s millions. 


How to Bring 


The building industry, which is the 
largest single section of the capital 
goods market, represents sales and 
advertising opportunities for so many 
manufacturers, under normal condi- 
tions, that any plan which offers rea- 
sonable opportunity for the develop- 
ment of an improved basis of con- 
struction operations deserves serious 
consideration. 

Carroll B. 
tions 


Merritt, 
regarding a 
handling 


whose sugges- 
new method of 


real estate mortgages are 
page of this 
issue, has developed such a plan. He 


has discussed it with authorities as 


described on another 


a means of eliminating any imprac- 
ticable features, and now offers it for 
veneral discussion and consideration. 

The idea is based on the obvious 
necessity of making real estate mort- 
gages more liquid, by permitting the 
Federal Reserve System to lend 45 
per cent of their face value to banks 
and trust companies, the proceeds of 


Back Building 


the loans to be used exclusively for 
new building. Many other countries 
now provide national facilities for 
the discount of mortgages, but thus 
far the United States is without such 
a system. 

The plan would require legislation, 
but a simple bill authorizing the Fed- 
eral Reserve to discount mortgages 
would put the idea into immediate 
operation, thus releasing large sums 
for use in financing new construction 
projects. The loans would be liqui- 
dated at a fixed rate under Mr. Mer- 
ritt’s plan, so that the money in- 
volved would flow back continuously 
for further use in the construction of 
buildings. 

The necessity for putting the build- 
ing industry on a practical operating 
basis from the standpoint of its per- 
manent financing requirements makes 
this suggestion of special value at 
this time, and it is to be hoped that 
it will be given prompt consideration 


by the authorities at Washington. 


Contents of Back 
Page Draw Protest 


To the Editor: I am doing some- 
thing I don’t like to do—I am writ- 
ing a letter of protest. I have been 
thinking it over for some time and 
the receipt of the current issue of 
ADVERTISING AGE this morning, de 
cided me to act. 

I think ApveRrTISING AGE is a splen- 
did publication from beginning to in- 
side back cover. Your news reports 
are fresh and complete. I like your 
editorial policy. But, why you spoil 
an otherwise splendid newspaper by 
some of the pictures you print on the 
back cover, is something I cannot 
understand. 

You have crusaded for some time 
for a clean-up of advertising—and yet 
you print, or reprint, some advertise- 
ments that certainly need to be 
cleaned up. Take the Checker White 
and Acme Beer advertisements repro- 
duced in the current issue, and the 
Munsingwear illustration reproduced 
in your last. No one can claim that 
any of these advertisements, while 
they may have their place, can be 
classified as the most outstanding il- 
lustrations of the week. 

I have gone all through this issue, 
but not one line do I find regarding 
these illustrations or the campaigns 
of which they formed a part. There 
was not one line about the Munsing- 
wear advertisement, last week. There- 
fore, the only thing left for me to 
conclude is that these advertise- 
ments, one of which has appeared in 
each issue for some months, are 
hauled in for no other reason than 
to show advertising men how much 
of the human figure some advertisers 
are exposing in their advertisements. 

I am sure you could find plenty of 
good, clean, wholesome pictures to 
reproduce; many interesting adver- 
tisements to show in the place of 
these offensive pictures. Certainly 
the number of readers who enjoy 
pictures of this type is small com- 
pared to those, like myself, who re- 
sent seeing a good business paper 
spoiled in this manner. 

I’m no prude—anything but that. 
When I want to see pictures such as 
those of which I’ve spoken, I know 
all the magazines that carry them. 
In a business paper, however, I think 
they are out of place, especially when 
there is no explanation as to why 
they are carried. Maybe, when you 
think it over, such pictures will be 
found only in such publications as 
have a reason to carry them. 


FRANK J. MALONEY, 
Scranton, Pa. 


v v v 


Bashful Gent Worries 


Brunswick’s Ellison 

To the Editor: I have just had the 
good fortune to breeze through the 
May issue of Architecture, in which 
the Brunswick-Balke-Collender Com- 
pany is an advertiser, and on pages 
6 and 7 I am sure you are going to 
find something that will interest you, 
as well as the readers of your news- 
paper. Being a constant reader of 
ADVERTISING AGE I do want you to 
get a scoop on the story before David 
A. Smart of Esquire gets hold of it. 
The man in the Balsam Wool ad- 
vertisement is certainly sound asleep, 


—— 


The Voice of the Advertiser 


BAD MEDICINE FOR THE ARTISTIC STOMACH 


—L he. 


"I'm sorry, Mr. Rosenblum, but | can't go from Dry Gin to Con- 
densed Milk on a moment's notice!" 


or afraid to take a look, and if I 
were the advertising manager I 
would have given this chap a break 
by reversing the location to face that 
of the beautiful bathroom scene of 
Standard Sanitary Mfg. Company. 


C. L. ELuison, 
Advertising Manager, Brunswick- 
Balke-Collender Company, Chicago. 
° - 


A Fair Statement 

To the Editor: Your editorial in 
the May 12 issue of ADVERTISING AGE 
is a very fair statement of the atti- 
tude of this association on the sub- 
ject of agency compensation. 

You are to be congratulated on 
your fine discernment in recognizing 
the true motive behind our study of 
this most important subject and I 
feel you have rendered a real serv- 
ice for all parties concerned in so 
fairly pointing out the constructive 
side of the situation at this particu- 
lar time. 

PAUL B. WEsT, 

Managing Director, Association of 

National Advertisers, Inc., New 

York. 

v v v 


Looks Forward to AA 


To the Editor: We would appreci- 
ate very much your sending us the 
documents listed under the column 
“Information for Advertisers” in 
your May 12 issue which are enum- 
erated on the attached sheet. 

I might say at this point that we 
find the editorial material and the 
features of ADVERTISING AGE very 
much up to date and extremely use- 
ful. Receiving ADVERTISING AGE 
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through the mails is always looked 
forward to with pleasure. 


HENRY W. PALMER, Jk., 
Vice-President, Keystone  Asso- 
ciates, Inc., Boston, Mass. 
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“Modern” Mother Proves 
Surprisingly Popular 
To the Editor: The florists’ modern 
mother evidently made a hit. Our 
proofs of the enclosed Mother’s Day 
advertisement are exhausted and 
florists in many parts are reporting 
very favorable public reaction. The 


TWO MOTHERS 


ern 
WHHCH wire pe YOURS ov wornias py 
\ ; 
_ ise 
~ Naw if with flowers 
advertisement appeared nationally 


last week, so we take this reactio! 
to be remarkable. 

Most Mother’s Day mothers, as yo 
know, have been of the Whistler 
type, or Old Ladies’ Home Variety, 
with no consideration for the mot: 
ern mother. 

This advertisement is one of the 
series in the campaign launched 
three months ago by the Florist 
Telegraph Delivery Association, 0 
ganization of 6,000 leading flower ™ 
tailers. It appeared in the Sufurd@y 
Evening Post, Collier’s, Timeé and 
Literary Digest. 

The resumption of advertising by 
the association has been very 5" 
cessful, judging from reports. which 
show the business of members !! 
ahead of the trend followed durié 
the last three years. Just as Haste! 
was the best one in three years, th!* 
Mother’s Day is expected to be the 
best since 1930 when all the figure 
are counted. 


STANLEY ToBI, 
Smith & French, [2% 
Detroit, 


Brooke, 
Mich. 
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May 19, 1934 


The Daily News Percentage of Total Retail and Total 
General Advertising in all Chicago Daily Newspapers. 


Retail and General advertisers placed a steadily rising valua- 
tion upon The Chicago Daily News. Retail advertisers point 
the way. Unless your advertising is now exclusive in The Daily 
News, you can safely increase your proportion in this news- 
paper, which leads all Chicago daily newspapers in both Retail 
and General advertising. 


THE CHICAGO DAILY NEWS 


Every Year a Year of Leadership 


GEORGE A. McDEVITT CO., National Advertising Representatives, NEW YORK—CHICAGO—PHILADELPHIA—DETROIT—SAN FRANCISCO 
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Unique Brochure 
James P. Dobyns, 
editor of the official organ of the 
Outdoor Advertising Association of | 
America, has issued an unusual pro- 
motion piece in the form of a book- | 
let, “Imagination for Sale,” to sell) 
himself a new business connection. 
The booklet, comparable in every 
way to the type put out by national | 
advertisers, contains 24 pages and 
cover, and is replete with illustra- 
tions, many of which are bled off the 
pages, and all of which are examples | 
of the photographic ability of the | 
author 


until recently | 


Lowell Thomas in 


Film for 


Lowell Thomas, radio commenta- 
tor, is being starred in 
the Second,” a_ picture 
duced by Wilding 
tions, Inec., for 
Company. 

Wilding is also making a film for | 
Plymouth, to be called “Death Cheat- | 
ers’ Holiday,” and one for Firestone, | 
“The Test Supreme.” All three will | 
be released in June. 


Hudson 


“Timed to} 
being pro- | 
Picture Produc- | 
Hudson Motor Car| 


Women’s C lub Elects 


The Women’s Advertising Club of 
Grand Rapids has re-elected all offi- 
cers, except that Ruth Davey 
been named recording secretary, suc- | 
ceeding Mrs. Theckla Drieborg. 


Seeks Job With | 


Crosley Makes 


Auto Franchise 


More Appealing 


Cincinnati, O., May 17.—Relieving 
the dealer of installation and service 
problems, Crosley Radio Corporation 
has completed an arrangement 
whereby its automobile radios will 
be installed and serviced by the or- 
ganization of United Motors Service. 

The company expects an immedi- 
ate jump in distribution as a result 
of this plan. Many who 
have hesitated about entering the 
car radio field because of the com- 
plicated service problems, have indi- 
cated their interest in the Crosley 


dealers 


plan, which makes a radio “package” | 


merchandise. Retailers holding other 
franchises have also made inquiries. 
When the dealer sells a 
automobile radio, he presents the 
buyer with an installation certificate, 
reading as follows: 
“This certificate is 
for a standard 


Crosley 


exchangeable 
normal installation 


for the Crosley Roamio contained in | 


this carton in any make of automo- 
bile (antenna installation extra) 


has | When presented to (name of dealer) | 


who has been recognized and prop: 
erly designated as an official Crosley 


298 


|Roamio Installation Station by the 
| Crosley Radio Corporation in con- 
| junction with United Motors Service, 
lIne., or through its distributor in 
ithis territory.” 

| The selling price of the Roamio in- 
| cludes the installation charge and 
ithe buyer has nothing further to pay 
except in unusual cases. The dealer 
|redeems the certificate when it is 
| properly endorsed by the buyer. 


Advertising Club of 


Boston Nominates 

Walter E. Myers, National Broad- 
casting Company, has been nomi- 
nated for the office of president of 
the Advertising Club of Boston. 
Other nominations are Allyn B. Mc 
Intire, Pepperell Mtg. Company, and 
president, A.N.A.,_ first vice-presi- 
dent; 

John C. Nicodemus, second vice- 
president; Ralph M. Eastman, State 
Street Trust Company, treasurer; 
Herbert Farrier, Japan Paper Com- 
pany, secretary. 

The annual dinner party will be 
held June 5 at Hotel Statler. 


Takes New Space 

The McCall Company has leased 
office space on the 19th floor of the 
RKO Bldg., New York, which will 
be occupied by the metropolitan divi- 
sion of the subscription department 
under the direction of Jackson Auer- 
bach. 


National Advertisers 


Used The NEWS Exclusively 
in Indianapolis in 1933 


N 1933 a total of 298 national advertisers, 
using a total of more than half a million lines 


of space, advertised in The NEWS exclusively 


in Indianapolis. 


This long list embraces a wide variety of pro- 


ducts and services—many of masculine appeal, many 


of feminine appeal, many of general appeal, many of 
particular appeal to the family and its household needs. 


Included 


one newspaper to get adequate coverage. 


in this list are numerous advertisers 
who, in other markets, are obliged to use more than 


These 


advertisers confirm the fact that in this market, The 
NEWS does the advertising job ALONE, giving 


powerful, effective coverage at one low cost. 


THE 


INDIANAPOLIS NEWS 


SELLS THE INDIANAPOLIS RADIUS 


New York: 
Dan A. Carroll 
110 East 42nd Street 


Chicago: 
J. &. Lantz 
180 N. Michigan Ave. 


SAME QUALITY, 
MORE QUANTITY, 
CLICQUOT THEME 


New ‘‘Full Quart’ Makes 
Debut in Newspapers 


Philadelphia, Pa. May 17.—Value 
is the theme for a concentrated drive 
to launch the new “full quart” bot- 
tles of Clicquot Club ginger ale and 
soda in the New England territory. 

Marking the beginning of what 
promises to be the largest advertis- 
ing campaign ever sponsored by this 
beverage maker, the first copy was 
placed early this month in daily 
newspapers in all important markets 
of New England by N. W. Ayer & 
Son, Philadelphia, who are handling 
the account, 

Contracts have placed for 
space in 63 newspapers and the cam- 
paign will continue through August. 
Insertions measuring 48 inches are 
being used throughout the territory, 
except in Boston, where larger space 
will be included. The schedule will 
average three insertions per month 
for each town. 

The copy emphasizes the smart 
appearance of the new label and 
foil-topped extra large bottle, selling 
at a reduced price, and points out 
that this heightened value is teamed 
off with quality which has been an 
established and accepted fact for 
more than a half-century. 

“It's New. It’s a Full Quart. It’s 
Only 20c."". While consistently ham- 
mering this point, the copywriters 
have taken time out to remind the 


been 


consuming public that since 1881 
Clicquot Club ginger ale has been 
made from “the pick of Jamaica’s 


ginger, aged with selected (but se- 
cret) taste-heighteners of tangy 
piquancy, and pure water from deep 
rock sources.” 


A New Departure 


The Clicquot Club Company here- 
tofore has sold its ginger ales, both 
“pale dry” and “golden,” and its soda 
in pint bottles only. In introducing 
a larger bottle, instead of selecting 
the usual type of ginger ale bottle, 
holding from 26 to 29 ounces, Clic- 
quot Club decided on a full quart. 

Despite the larger size and invest- 
ment involved in changing of ma- 
chinery, states the campaign copy, 
quality has been maintained and the 
price reduced. Two of the pint bot- 
tles have retailed for 25 cents, plus 
four cents bottle deposit. The full 
quart sells for 20 cents, plus five 
cents bottle deposit. 

The new bottle and label have 
been radically re-designed so that 
their appearance is in itself a strong 
selling argument. In this connec- 
tion, William Boyer, general 
manager of the Clicquot Club Com- 
pany, believes people “are becoming 
more and more label-conscious.” 

“Our studies of markets and the 
present buying psychology,” Mr. 
Boyer stated, “convince us that we 
are entering on a great era for Clic- 
quot Club. More people now are put- 
ting their money in honest products 
that sell at honest prices. They have 
learned that high prices dod not al- 
Ways mean your money's’ worth— 
and that ridiculously low prices do 
not benefit anybody. 

“The time is opportune, we be- 
lieve, to launch our great selling 
drive, and we are confident we can 
sell more Clicquot Club in the next 
several months than we can manu- 
facture.” 


sales 


Pet Gives Dividend 

The board of directors of the Pet 
Milk Company, St. Louis, at its regu. 
lar meeting on May 15 declared a 
dividend of 25 cents per share on 
the common stock and a quarterly 
dividend of $1.75 on preferred, pay- 
able July 2. 


Appoint New York Reps 


MacGregor &  Sollie, electrical 


transcriptions, have appointed Cleve- 
land B. Chase & Co., New York, as 


sales representatives. 


ee 
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One of the typical newspaper ad- 
vertisements in the new Clicquot 
Club campaign. 


Rockford Tire 
Dealers Reply 
To Ward Copy 


Rockford, l., May 17.—‘*The NRA 
cannot be used as an excuse to un- 
reasonably advance tire prices.” 

This was the retort of local tire 
dealers to the regretful amnounce- 
ment of a 20 per cent increase in 
Rambler tire prices announced by 
Montgomery Ward & Co., Chicago, in 
a large list of newspapers last week. 

“We would prefer to continue the 
low prices made possible by our 
economical method of selling tires,” 
said the Ward copy. “We regret that 
we cannot do so after the NRA order 
fixing these prices becomes effective 
next Monday.” 

“We, the undersigned, know of no 
such increase,” said the Rockford 
advertisement in Friday's paper. 

“Don't be stampeded. The _ inde- 
pendent tire dealers do not intend to 
increase prices Monday and have not 
been advised as yet of any increase 
under NRA provisions. 


“This 20 to 40 per cent threat is 


only a means to stimulate imme- 
diate purchasing.” 
Fifteen Rockford dealers, whose 


names and addresses were appended, 
signed the advertisement, which ap- 
peared in the Register-Republic. 
Authorities for Three 
More Industries Named 

The NRA has approved the per 
sonnel of code authorities for the 
following industries: electrotype and 
stereotype, F. W. Gage, Battle Creek 
Mich.; H. G. Hoff, Chicago; R. R 
Myers, Des Moines, Ia.; R. T. Rowell, 
Louisville; and A. R. Flower, Ne 
York. 

Photo-lithographing, 
Loder, National Process 
Washington; A. H. Spaulding, 
Spaulding-Moss Company, Boston 
Paul A. Heideke, Washington Plane 
graph Company, Washington; Louls 
B. Montfort, Washington; R. W 
Dailey, Brownell Photo-Litho Com 
pany, Philadelphia; J. N. Edwards. 
Ann Arbor, Mich.; W. W.. Kirby. 
Washington, and John S. Swift, NeW 
York. 

Newsprint, Edgar Rickard, Pele! 
scot Paper Company, New York; 4 
L.. Hobson, St. Croix Paper Compaty: 
Boston; C. K. Blandin, St. Paul: 4 
R. Graustein, International Pape! 
Company, New York; R. H. M. Rob 
inson, Minneapolis; William A. Whit 
comb, Great Northern Paper Com 
pany, Boston, and I. Zellerbach, 52! 
Francisco. 


George E. 
Company, 


Cheramy Offers Series 


Maxine, a singer, and Phil Spital 
ny’s orchestra will be heard I! * 
new series of programs over WABC 
Columbia for Cheramy, Inc., cos 
metic maker. The program is sched 
uled for Fridays at 10:30, EDST 
starting May 18, and will chanse to 
Wednesdays at 10 on May 23. Start 
ing June 1 the Friday time will 
resumed. 


Gardner Moves Office 


Gardner Publications, Inc.. pub 
lisher of Modern Machine Shop. - 
moved to the Commercial Arts Bldg 
Cincinnati. 
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" 
o W:. reproduce herewith one of the 
d, best advertising bargains Frigidaire ever 
p- bought. It cost $2,750. lees aie Ye the Fright 
: Y Ser ‘ al} inconvenient ceftigesators 
But for $2,750, Frigidaire got fine roto- a 63 

sravure reproduction; full-page attention i * Scoupiy 
d value in thousand-line space; delivery to an Faint Teli sats LESS 
. at-home audience on Sunday; and more than atte et i gue oReiwany iawe Bais 
d 2,200,000 circulation in the best market on , 
carta masmareat pareet paces Me a: hi a Bes 
I, lhe audience included a majority of New “ees Se i Fee 
. York City families; and from 20% to 50% of Six sales apiece to the fifty New York City = Ea eee See 
- the families in the New York suburbs andin dealers listed would have made this adver- a i SS te Ses ee =e 
g, (12 cities of more than 10,000 population — tisement very profitable—even if dealers in Pe iEibcas Peeves bimeevens “Toa Tne “AN 
within 150 miles of New York City. And the — the hundred or more outside cities reached 
milline cost was lower than most run-of-paper by the advertisement never got a nibble! a 
“ hewspaper advertising. With its huge concentrated urban circula- 
- | he medium? The New York Sunday News! tion, its extra-effective small pages, and its 
W subcellar milline cost—the Sunday News 
> We don’t know how much return the _ offers more Chances To Sell than any other 
makersof Frigidaireexpectfrom theiradvertis- medium the national advertiser can buy just 
\ ing. Butifthis copy had been run by adepart- | now! The Sunday News offers the equivalent 
. ment store, the store would expect to get sales — of a leading national magazine circulation, 
it «tan advertising cost of not more than 10%. concentrated in a small area of densest popu- 
: \ten per cent advertising cost in this case lation and highest buying power—at less than 

‘ould mean the sale of only 276 units atthe — one-fourth of prevailing magazine costs. 

advertised price. Needless to say, the current rates cannot 
i lo realize such a quota, this advertisement _ last forever. Take advantage of this unusual 
;, had only to sell ONE prospect out of every advertising opportunity by sending in your 
a 7,727 families reached! space reservation now! 
, 
T. 
to 
rt 
a. 

THES NEWS Mbw Zorks /Artate Mk 

1a> 
ig 


— 


Tribune Tower, Chicago +. 


Kohl Building, San Francisco + 


220 EAST FORTY-SECOND STREET, NEW YORK CITY 
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FRESHNESS PROVIDES COPY FOR KROGER, TOO 


. . . ( but see for yourself!) 


MARY DISCOVERS A JEWEL... AND RECEIVES... (Wo ons 
trogen) 


We hope YOUR husband 
is Fussy about coffee 


- +» because it's fun te watch « man's surprise and enjey- 
ment at his first sip of JEWEL'S smooth, fragrant Maver! 
And— Mary 15S right, you knew. JEWEL COFFEE’S fresh 
nese is the result of Kroger's wonderful system of store 
delivery. The coffee le 

freshby roasted snd speeded to Kroger Storee 

++ delivered to Hanied amounts... te aemure you 

FRESHNESS te every pound 

THERE (5 NO BETTER SYSTEM OF 

STORE DELIVERY ANY SHERE! 
o~ im at your nearby Kroger Store. Ask for « pound of 
JEWEL COPPEE and it will be FRESHLY ground according 
te your methed of making. 


You, too, will cherish JEWEL — right from the start! 


Kroger COFFEES 


- 


. Se Good They're Guoranteed! 


Kroger Grocery & Baking Company has joined the parade of those 
stressing the freshness of their ground-before-your-eyes coffee. This 
seven-column newspaper advertisement appeared in Detroit. 


Institutional 
Copy Launched 
for Mobilgas 


New York, May 17.—Selling serv- 
ice that is available whether or not 
the motorist buys is the aim of a 
new large space campaign on Mobil- 
gas just inaugurated by Socony-Va- 
cuum Corporation on behalf of its 
dealers and company-owned stations. 
The purpose, though indirectly 
served, is to sell gasoline and make 
visits to Socony stations a pleasant 
habit. 

Human interest photographs illus- 
trate the friendly services available. 
Smiles feature prominently. Knowl- 
edge of maintenance requirements of 
motor cars by attendants and their 
vigilance in detecting flaws needing 
attention are developed in illustra- 
tion and copy, as in the case of a 
radiator-filling scene, in which it is 
pointed out that the attendant is also 
checking the tires. 


That Extra Something 


A few of the headlines of these 
advertisements are: “It Seems That 
Ladies Prefer Gentlemen... ,” “A 
Neighbor of Yours Worth Knowing,” 
and “Good Gasoline, and Something 
More.” 

“We wish you could read some of 
the voluntary letters that come to 
us,” a typical advertisement says. “‘A 
great many come from ladies. And 
time after time they tell us, ‘Your 
men are so gentlemenly!’ 

“We're rather proud of that, be- 
cause we believe that a man can be 
skillful at servicing your car—and 
yet be clean and courteous.” 

According to Eben Griffiths, adver- 
tising manager, the company plans 
to distribute free more than 2,000,- 
000 copies of “Socony Tours and 
Detours,” a publication of up-to-the- 
minute road information in New 
York and New England territories. 
Many hundreds of thousands of road 
maps have been distributed as part 
of Socony station service in the past, 
he says. J. Sterling Getchell, Ine., is 
the agency. 


Clean Scalp Is 
Complexion Aid, 
Watkins Claims 
New York, May 17.—In a test radio 


campaign running on a 26-week ba- 
sis, R. L. Watkins Company is at- 


- tacking the complexion problem from 


a clean scalp standpoint. The test 
is progressing on one station, WABC, 
and if successful may be expanded 
into a Columbia chain hook-up. 

The agency, Topping & Lloyd, Inc., 
started the test in behalf of Mulsi- 
fied Cocoanut Oil Shampoo after an 
investigation which revealed that 
one of the first things dermatologists 
do in treating facial skin troubles is 
to cure sick scalps and remove dan- 
ger of disease conditions moving 
downward from that region. 

Falling dandruff is likely to infect 
facial pores, leave blemishes and 


produce complexion difficulties 
hitherto unappreciated by the lay- 
man, the test broadcasts reveal. This 
is true also of other scalp troubles, 
which are likely to spread. 

No appeal is made to increase the 
shampooing of the hair to intervals 
of less than a week or ten days, but 
stress is laid on the fact that a clean 
scalp is helpful in getting and keep- 
ing a good complexion, and that “a 
clean scalp prevents infection.” Fur- 
ther emphasis is laid on the dangers 
of employing harsh and irritating 
soaps in shampooing, which may ap- 
gravate unhealthy conditions. 

Requests for trial samples broke 
records following the first broadcast, 
an executive stated. 


Act to Check 
Premium War 


in Cleveland 


New York, May 17.—Directors of 
the National Retail Dry Goods As- 
sociation are scheduled to act Tues- 
day on proposed retail code amend- 
ments concerning advertising. 

The fair trade practice committee 
of the sales promotion division, un- 
der Paul E. Murphy, Loeser’s, as 
chairman, completed the drafting of 
the proposed amendment this week. 
It will classify the giving of free 
goods, in general, as unfair compe- 
tition. 

Attention was given in this con- 
nection to the Cleveland situation, in 
which a number of leading stores 
have been giving away free goods 
of high value, including automobiles. 
While other large stores, under pres- 
sure, can meet this competition, the 
smaller merchant is unable to. Con- 
sideration was given to the fact that 
merchants in other cities, such as 
Detroit, fear the conflagration may 
spread. 

The committee is also trying to de- 
fine terms to control advertising of 
comparative prices under the code. 


Davis Loses Son 
John Lehigh Davis, 13, son of J. 
Earle Davis, Stark Advertising 
Agency, Louisville, died May 11. 
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An upside down illustration features 
this Calox newspaper advertisement. 


Coming 
Conventions 


May 21-23. Annual meeting, South- 
ern Newspaper Publishers Associa- 
tion, Asheville, N. C. 


May 22-23. Annual meeting, Amer- 
ican Association of Advertising 
Agencies, Mayflower Hotel, Washing- 
ton, D. C. 


June 4-6. Summer meeting, Asso- 
ciation of National Advertisers, 
Edgewater Beach Hotel, Chicago. 


June 17-20. Annual meeting, Ad- 
vertising Federation of America, Ho- 
tel Pennsylvania, New York. 


June 17-20, at New York, in con- 
junction with A. F. A. meeting: 

Outdoor Advertising Association. 

International Circulation Managers 
Association. 

Promotion and Research Managers 
Association. 

Talking Motion Picture Group. 

Direct Mail Advertising Associa- 
tion. 

National 
casters. 

Sales Executives Conference. 

International Trade Conference. 

Public Utilities Advertising Asso- 
ciation. 

Newspaper Advertising Executives 
Association. 

Retail Advertisers Conference. 

American Community Advertising 
Association. 

Associated Business Papers, Inc., 
jointly with Technical Publicity As- 
sociation of New York. 

Manufacturers Merchandise Adver- 
tising Association. 


July 1015. Annual meeting, Pa- 
cific Advertising Clubs Association, 
Portland, Ore. 


Sept. 10-13. Annual meeting, Finan- 
cial Advertisers Association, Statler 
Hotel, Buffalo, N. Y. 


Oct. 7-9. Annual meeting, Mail 
Advertising Service Association Stat- 
ler Hotel, Boston, Mass. 

Oct. 7-12. Annual business meet- 


ing, Direct Mail Advertising Associa- 
tion, Statler Hotel, Boston, Mass. 


Oct. 18-19. Annual meeting, Audit 
Bureau of Circulations, Stevens Ho- 
tel, Chicago. 


Association of Broad- 


Simple Message, 
Unusual Photos 
Tell Spud Tale 


(Picture on Page 32) 

New York, May 17.—The belief that 
a simple fact should be simply told 
dictates the treatment for the new 
series of Spud advertisements typi- 
fied by copy in the May 12 issue of 
the Saturday Evening Post in which 
a striking illustration of fresh dew 
on a flower was combined with 19 
words of text to make a full page. 


“Spud is getting its greatest num- 
ber of converts from heavy smokers,” 
explained Henry Eckhardt, president 
of Kenyon & Eckhardt, Inc., agency 
for Axton-Fisher Tobacco Company, 
Inc., Louisville. “For these people 
we have the simple story that you 
can smoke Spuds from breakfast till 
bedtime and still keep a fresh, cool 
mouth. 


“Low Pressure Selling’ 


“Desk-pounding salesmanship isn’t 
required to get over this simple 
point, and it occurred to us that a 
brief, quiet, good-humored sugges- 
tion, provided it were sharply 
pointed, might be more persuasive. 
Such a technique has the further 
advantages of providing a change of 
pace for the reader from the high- 
pressure tone of most current adver- 
tising and from the prevailing fash- 
ion of crowded layouts. 

“In order to get away with this 
quiet restraint, however, it was 
necessary that the Spud advertise- 
ments have a ‘kick’ in them. They 
must have some quality of the un- 
expected in order to register their 
simple story. Hence the daisy, the 


old oaken bucket and the dewdrops.” 


A PRINCE OF THE ROYAL HOUSE HELPS BORDEN'S 


THE PRINCE OF ICE-CREAMIA—CZeecvres ce Cmerica/ 


Pa 


nner tonight. 
ice Cream! 


Rendos vim Gane 
Pb Ave Bdgecombe 
Me Jere ~ Sherwood 34209 — 


Typical newspaper copy in the new campaign in which a prince of 


Soglow lineage makes his 


appearance on the scene. 


ENTER BORDEN'S 
NEW PRINCE, A 
SOGLOW PRODUCT 


Royal Offspring Struts About 
in New York Dailies 


New York, May 17.—The royal off- 
spring of a well known monarch 
made his appearance this week in 
the person of the Prince of Ice- 
Creamia and, according to informa- 
tion received, will remain in the met- 
ropolitan area until August, during 
which time he will be employed by 
Borden’s Ice Cream Company in its 
summer campaign. 

There can be no mistaking that he 
is the son of O. Soglow’s King, whose 
exploits are a regular editorial fea- 
ture of The New Yorker and have 
been treated in motion pictures. The 
prince, unlike his dignified parent, 
was created especially for advertis- 
ing purposes, and this campaign. 

He is very round and short, and, as 
does his royal forebear, wears an er- 
mine trimmed robe. Principal differ- 
ence between him and the old fellow, 
as a matter of fact, is his simpler 
crown, his single forelock and adol- 
escent barrenness of beard. 

The 840-line copy carrying the con- 
tinuity appears successively Tuesday 
to Friday in, respectively, the New 
York Journal, World-Telegram, Sun 
and News. It will appear also in the 
Jewish Daily Forward for a while. 
Several New Jersey newspapers are 
also on the schedule. 


Noncommittal Little Guy 


Advertisements the same size will 
appear weekly to the end of August. 
Story is that the Ice-Creamians, who 
live in a low valley of a hot country, 
had been going to a mountain top for 
snow, which was flavored to make 
their ice cream. Hearing what Bor- 
den’s are doing in America, they sent 
the prince to learn all about it. 

First episode showed the little guy 
arriving in New York harbor. Ever 
brief in expression, he remarks, 
“Wotta sky line” on seeing lower 
Manhattan, and ‘“Wotta Committee” 
on meeting the silk hatted, big- 
chested reception trio. Then came 
an element of sadness and temper, in 
which he jumped up and down and 
cried for ice cream, and a moment 
of ecstacy when the committeemen 
swished off their high hats and drew 
from their ample crowns three pack- 
ages of Borden’s. 

Future episodes will find him in 


| Various places in the city, as at the 


City Hall. The objective of each ad- 
vertisement is not necessarily to 
produce a laugh, an executive of the 
company said, but to get a chuckle. 

The campaign covers only the New 
York area. Borden ice cream plants 
in other centers advertise independ- 
ently. Pedlar & Ryan, Inc., is in 
charge of the New York advertising. 

Borden’s Ice Cream Company will 
be on the air during the newspaper 
campaign with “Uncle Don and the 
Prince” in a close tie-up over WOR 
each Friday. Newspapers and radio 
were used last year though the radio 
program did not feature a weekly 
children’s party as it will this year. 


Keep Two Sales Forces 


Twenty-five children will be se- 
lected from among those writing each 
week and invited to attend the broad- 
cast with parents. Ice cream will be 
served. To make the party more 
realistic, Borden’s have employed 
Little Lord Roberts, a midget, to 
play the Prince and outfitted him 
with robe of Soglow design, wire-re- 
inforced for effect of obesity. 

Borden’s will continue the plan of 
using two ice cream sales forces this 
year after its success in 1933 when 
sales increased 40 per cent. Said to 
be first in the ice cream business to 
employ the double sales staff plan, it 
has continued efficiently so far this 
year, with April sales 55 per cent 
over those of the month in 1933. 

Started last summer, it provides 
one sales force which does nothing 
but solicit new business. The second 
sales organization calls only on old 
accounts, and last year increased the 
volume of business from _ these 
sources very materially. It is trained 
to a high degree of efficiency in mer- 
chandising and giving dealers sales 
promotion assistance. 


Stapleton Is Named 


Town Criers Head 


Russell B. Stapleton, Advertisers 
Engraving Company, Providence, 
R. I., has been elected chief crier of 
the Town Criers of Rhode Island, t0 
take office in July. Other officers: 

Franklin S. Weston, deputy chief 
crier for advertising, sales and edv- 
cation; James A. Doherty, Provt 
dence Journal, in charge of lunch 
eons; Ernest J. Meyer, scrivener, and 
John F. O’Donnell, funds holder. 


Brown to Timken 


Ralph P. Brown, formerly 32 
charge of publicity for the National 
Lime Association and the Brown It 
strument Company, has joined the 
advertising department of the Tim 
ken Roller Bearing Company 40 
Timken Steel and Tube Compal), 
Canton, O. 


Chizzini with NBC 
Frank E. Chizzini, formerly Led 
president of the Robert E. Rams@ 
Organization, Inc., has been ap 


pointed to the promotion staf of Na: 
tional Broadcasting Company 
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“The most influential books and the truest in their influence are works of fiction. They re-arrange, they 
repeat, they clarify the lessons of life,“ said Robert Louis Stevenson 


a 


_ - 
p Ret Ce 
" « 


fact, GREAT FICTION 


From an old print 


moves the world because 
In “Life on the Mississippi” Mark Twain, describing Baton Rouge in 1874, 


ve says, “Sir Walter Scott is probably responsible for the Capitol building; for it 
MOVES Mmer and is not conceivable that this little sham castle would ever have been built if he 
had not run the people mad, a couple of generations ago, with his medieval é 
WOMEH..- romances. The South has not yet recovered from the debilitating influence of wi 


his books. Admiration of his fantastic heroes still survives here, in an atmosphere _ < 
in which is already perceptible the wholesome and practical nineteenth century 
smell of cotton factories and locomotives.” <> Sixty years later, today’s GREAT 
FICTION is read in a South that has recovered...that alike produces and con- 
sumes huge quantities of today’s products. Southern advertisers who shared in 
Cosmopolitan’s 1934 gain over 1933 in lineage and revenue rightly know that 
today’s GREAT FICTION helps persuade over 1,600,000 families to BUY their goods. 


COSMOPOLITAN 
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FTC WILL SCAN 


The commission’s scrutiny of radio 
advertising determined 
upon by the FTC’s bureau of investi- 
gation and is scheduled to begin the 
latter part of this month. 

Broadcasting companies have been 
invited to aid in the 
and have indicated their willingness 
This, it is said, will be 


has been 


investigations 


to do so, 


of a special review system for the 


to lack of personnel and drastic re- 
ductions in appropriations. However, 
the trend in congress toward regula- 
tion of the radio, has caused the FTC 
to formulate a of advance 
knowledge, which is said not to be 
censorship but rather “advice.” 


system 


This special review board’s activi- | 
be limited to so-called ‘na- | 


ties will 


ADVERTISING AGE 


jurisdiction is restricted to commodi- | 


advertising of products so worded as 
to come within the purview of the 
commission, a complaint will be is- 
sued. This is a formal hearing as in 
a court, where proofs must be sub- 
mitted. 


Part of Prearranged Program 


A “cease and desist order’ may be 


TO TAKE MOVIE TO LISTENERS’ 


pmeatien ¥ 


DOORS 


is not sufficient an appeal to the fed- 
eral courts will be made. 


of a vast prearranged program of the 
commission -to more closely survey 
all advertising. It is made clear that 


The radio advertising study is part | 


advertising that goes on the air. The ties sold in interstate commerce. 
Federal Trade Commission is acting Products offered for sale through 
in a supervisory capacity at the first. broadcasting only within a city or 
Under the plan, individual broad- | state, such as local retail advertising, 
sn casting stations, networks and pro- will not be reviewed. 
sie ducers of recorded or transcribed Reasonable “trade puffing” is to be 
-— programs will send to the commis- | allowed, it is said, since there is not 
% wall RADIO PROGRAMS sion, beginning in July, copies of all| now any planned attempt to enlarge 
iy os ile their commercial continuities relat-|the scope of the phrase “false and 
anti ing to products sold in interstate | fraudulent advertising.” The general ( 
- i commerce. This will be the counter- forms and methods as used in printed 
Aims (0 Fliminate False and part of what the commission receives | advertising are to be permitted in 
a from newspapers and magazines,| broadcasting, but jurisdiction is 
Fraudulent Advertising which it scans to determine whether | claimed over obvious falsity or ex- 
the advertisers’ claims may be con-| treme cases. 
sidered false The method of control, it is ex- 
Washington, D. C., May 16.—The plained, will be to first review the 
Federal Trade Commission has de Will Not Change Copy Rules continuities. If objectionable adver- 
termined to make an investigation It is declared that the commission tising methods or claims are found, 
of all radio advertising comparable has been unable to do much about | the advertiser or the sponsor will be 
bole see to its present close supervision over | radio advertising in the past due to| given an opportunity to explain and 
the advertising columns of maga-| the fact that it did not have on file | adjust the verbiage. It is expected 
we zines, periodicals and newspapers. the actual verbiage used. Various | that very few advertisers will care to 
de - t It is the announced aim to eliminate attempts were made to take down | “disagree” with the commission’s re- ¥ : a E : . “ —eF 
“false and fraudulent radio adver-| stenographically the broadcast adver-| view board. If, however, objection- McCall's on Parade," a traveling theater in which the publication's 
tising.” tisements but this was abandoned due | able broadcasting is continued and new movie, "Living Pages,"’ which was described in the April 21 issue 


of "Advertising Age," will be shown to women in residential neigh- 
borhoods throughout the country. 


them are in violation of the Federa] 
Trade Commission act.” 

The official letter is signed by Otis 
B. Johnson, secretary. It says: 


Text of Official Letter 


brought about through the setting up tional” radio programs, since’ its | issued anesttahteaes the hearing. If this it is not a “fishing expedition” or di- | “This commission has dire ted 
- rect assault upon radio, but only a| that hereafter more attention shall 
seeking for a workable plan to allow be given to the subject of commer. 
voluntary elimination of improper ad- | !@l representations by radio broad: 
vertising on the air as in printed cast. This is in response to a gen 
form. eral demand that the same rules for 
The special review board will con- | advertising be ereeten “4 — 
sist of three members, sitting as g | Ponmonsts as those enforced wy the 
subcommission. The appointments | Commission with respect to periodt 
are: E. J. Adams, chairman; W. F. cal Beverwere. ; cone ail 
Davidson, vice-chairman, and Clyde|, |!t is anticipated that the radio 
M. Hadley industry will display the same coop- 
It is declared to be no secret that erative spirit as the publishing In- 
the commission’s interest in radio | gusty Bee, to ~ — ee In 
advertising has been stimulated | r st egy neo sae ge <Seechaieeae D 
through the discussion attendant cea sal eee ei E 
upon the Tugwell-Copeland bill. The : ae 9 
“ snecing ry 1, 1934, and 
administration’s officials have had ges pager a pict ances Me wd UE 
= | called to their attention the alleged = a etiek ac cacao psi oe pt 
ta inne 3 ee es y re shee ahapkr =i: P’ 
gee i nge to  galaaeaia +O operas all commercial continuities (other 
| oe ae See ieee than network programs and electri- e' 
Commissioner Protests cal transcriptions) issued through ‘ 
Commissioner Erwin J. Davis ap your facilities, and forward these, 
Ss u . : i 7 F s : ee fasts ¢ 1; 5 ; 
peared before the senate commerce ee yon pM ern “ a ioc Ss 
committee and protested against any srivgen agate nate Tee nal Ss 
| cemenah of the Pabend Grate Came cial board of investigations, Federa 
‘ : : “| Tre ’ ission, Washington, 
q mission’s authority over radio adver- hy ng ae , ¢ 
| 0 S U E st OU 4 as ce ae cee “For convenience these may Dé 
| cd 20 the oo ree mailed once a week, to be filed and 
| ment’s pure food and drugs adminis- reviewed by the board.” 
( tration. Fy 
The National Association of Broad- ns a Fr 
) 4 f BV P ry uy casters has taken cognizance of the Hildreth Opens Branch th 
plans of the Federal Trade Commis- E, L. Hildreth & Co., Brattleboro, am 
| sion and is seeking to work out rules | Vt., printers and lithographers, hav " 
: : ; eid and regulations which may be useful | opened a New York sales Office al 
| Of course you would. And for a similar in passing upon continuities. Par- 501 Fifth — reorge = lag at Fy 
| small sum you can place a Meyercord | ticipating in this effort have peer eee ee eae eeocawin, Rude 
we ql’? a ee : Philip G. Loucks, managing director | tyne. Mount Vernon and New York. 
Decal” Sign on your dealers’ window or} o¢ the N.A.B. FM. Russell. Male ae cee. 
door to do the same thing—to suggest] president, and Henry A. Bellows, | eae 
‘ . - @ vice-president of Columbia  Broad- | ° 
_ your brand every day, for several years. | casting system. Geiger Elected . 
_ (The average life of a Meyercord Sign is} Commenting on the radio project, |. Altted B. Geiger, president ol ae 
f Saini nena tl ee -“ 18 cents c Chairman Adams of the special board | ee ae a gos. inonal the 
our years, the average Cos cents PeT | said: “The commission is now about board of directors of the W. F. Hall 
sign.) Meyercord Signs arer ral advertis- to enlarge the scope of this work to | Company, of which his firm is a2 
ee | ao Tl — | _ tif | | include advertising by radio. The re- | affiliate. 
‘ pe T T y ee » ’ 
Ine Dargains, ley idenuly your dealers | sponse and support it has received | Se ae 
in a permanent manner, they keep your | {tem this industry indicates that) Canner Picks Brisacher E\ 
‘ : 7 much improvement in radio advertis- | . : ’ amar Man Joel 
‘ snlay . ’ mb | Greco Canning Company, San J! j 
name on display where the consumer | ing may be expected.” Gel bas pineal tex abvertiaing 2 Fi 
comes to buy, and you don t have to over- The FTC had formerly declared | count with Emil Brisacher & Stal _ 
; 7 that “anticipating a fine spirit of San Francisco. Newspapers, mat® az) 
burden the budget to use them. Your cooperation from the radio indus-| zines and trade papers will be use® P 
I | m< 
dealers will like Meyercord Signs—if you ee eee | Sete te Gastadel om 
See - “ 8 adopting a plan of monitoring broad- | ebo to ariinrRe 
have any doubts on this score just look cast programs, copies of advertising | Walter Bebo, I Angeles, has an 
| 4 N ad oy Se one alter , Los Angeles, 38 
around you on Main Street and see how |#e age _ ae conjoined the Sidney Garfinkel Adver ° 
2 an ‘ tinuities which wi ve checked tO) tising Agency, San Francisco, a8 ® | 
many Meyercord Signs you will find. Our determine whether or not any of | account executive. 
Creative Art Department will submit |— - of 
} . > . 
suggestions from any material you send A 
us. Will you let us present a first class 
sign for your consideration ? 


Send for McCandlish...- 


The story behind some ofthe most beautifully 
lithographed displays and posters in America !$ 
that the buyer discovered that McCandlish makes 
a fetish of faithful reproduction, thus giving the 
poster the full advertising benefit ofall the beauty 
and color in the original finished sketch. For oe 
ers of any size and for advertising displays, itw'" , 
pay youtosee orwrite A.R.McCandlish,President. ' 


McCANDLIS LITHOGRAPH 


CORPORATION 
ROBERTS AVE. AND STOKLEY ST 


ECAICOMANIA 


FOR oe eA ee £ s Foe. = C Oo NO MM ¥ 
NAME PLATES 


WINDOW SIGNS + TRUCK SIGNS oto ar'on5 BM THE MEYERCORD CO 


“WP” 208 W WASHINGTON STREET CHICAGO 


et ee 


PHILADELPHIA PA. 
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WRIGHT ARCH 


PRESERVER SHOES 


In a disastrous year in the shoe business (1932) The 
Digest pulled an amazing number of inquiries for 
E. T. Wright & Company, Inc., and a careful check- 
up indicates that 51.5 % of the men inquiring actually 
purchased, at dealers, one or more pairs of Arch 
Preserver Shoes at a retail price of $8.50 to $10.00. 


@ Wright Arch Preserver Shoes advertised in The Digest in 1932, agair. 
in 1933, and now in 1934. (Full page in the April 14th issue.) 
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S FUL-VUE FRAMES 


For the American Optical Company’s Ful-Vue 
Frames, The Digest led the other six magazines on 
the list in low cost per inquiry, and a careful check- 
up indicates that for every 100 Digest inquiries 
129 people went to dealers and bought Ful-Vue 
Frames—an amazing record of 1.29 sales per inquiry. 


r 
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SALT MACKEREL 


Every advertisement placed by the Frank E. Davis 
Fish Company must sell a preordained quota of salt 
mackerel if it hopes to get repeated in the same mag- 
azine, Until 1933, the record was three times in one 
Magazine in any year. Last year the Davis salt mack- 
erel advertisement appeared in The Digest eight 
times —and averaged 25% above quota every time. 


* — Fish advertisements have appeared in 1934 on January 13th, 
ebruary 3rd and 24th, March 10th, April 14th, etc. 


THE ONLY STATISTICS 
THAT ARE NEVER DULL 


NEW ENGLAND 


A careful check-up indicates that four one-column 
advertisements in The Literary Digest placed by 
the New England Council, sent at least 5537 vaca- 
tioners to New England in one summer and that 
their contribution to the welfare of New England 
merchants reached $919,142 — nearly a million dol- 
lars for a $3520 expenditure. 


@ New England Council advertised in The Digest in 1932, 1933, and 
begin their 1934 schedule in May. 


4\ 
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GEM MICROMATIC 
RAZORS 


For the American Safety Razor Corporation’s new 
Gem Micromatic Razor, The Digest was consis- 
tently at or near the top of a long list of magazines 
in percentage of inquiries. A careful check-up now 
indicates that for every 100 Digest inquiries Gem 
can account for 166 new users! What boosters 
these Digest readers are! 


@ The Gem Razor has advertised in The Digest in 1931, 1932, 1933, and 
now in full pages in March, April, etc. 


<> 
Pram STEAMSHIP 


TRAVEL 
—A et 


A careful check-up indicates that for the Trans- 
atlantic Steamship Lines 2%4 pages in The Digest 
sent at least 867 people to Europe last year, and 
they didn’t travel “tourist” either, for they spent a 
total of $444,406.86 for bookings. Advertising cost: 
$6400 or 142%. 


@ Travel advertising is a real test of quality of reader and income. It lives 
and thrives on concrete evidence of results. 1934 shows a 25 % increase 
over 1933 in The Digest’s travel lineage. 
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RDINARILY six case histories do not 


make a case for any advertising medium. 


But when these six are the only six sc 
far checked, and when the method of checking 
is a tedious but thorough one that can’t be rushed, 
and when preliminary reports on check-ups not 
yet completed indicate as good or better show- 
ings — then it can be said with reasonable as- 
surance that all signs point to the fact that The 
Literary Digest is getting results. 


We do not claim the method employed to check 
results in The Digest is infallible. No survey 
method is. But it goes farther in its attempt to 
get the real story of results than anything any- 
one else has tried (within our knowledge). 


No one can question the statistical factors of high 
income, of low cost per 1000 per $1000 income, 
of influence and prestige, of readership and re- 
sponse (and in all of these The Digest does very 
well, thank you). No one can question the num- 
ber of actual advertisements delivered for every 
dollar you spend. And you can’t laugh off the fact 
that The Digest’s leadership in all these brack- 
ets is very logically reflected in checkable dollars- 
and-cents results, and that The Digest is taking 
the initiative in a sincere, but none too altruis- 
tic effort to check them. The Literary Digest, 
354 Fourth Avenue, New York. 


A LITTLE ADVERTISING MONEY GOES A LONG LONG WAY IN 
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INLAND PRESS 


HOST TO GALAXY 
OF CELEBRITIES 


Spectre of Tugwell Bill 
Walks Again 


Chicago, May 17.—The vigilance of 
the press in behalf of advertisers was 
exemplified at the closing session of 
the Inland Daily Press Association at 
the Stevens Hotel yesterday, 
it adopted strong resolutions against 
headlong passage of the Copeland bill 
(S. 2,800) without adequate consid- 
eration of the several amendments 
urged by advertisers and publishers. 

The resolution was inspired by tele- 
graphic advices that the Copeland- 
Tugwell bill had been taken out of 
the hands of the committee and 
placed on the senate calendar for im- 
mediate action. Later reports indi- 
cated that this telegram was in error 
and that as a matter of fact, the Cope- 
land bill has been virtually stricken 
off the list of measures to be seriously 


considered at this session of con- 
gress. 
The resolution of the I. D. P. A. 


urged specific revision of the defini- 
tion of advertising, the definition of 
false advertising, and the proposal 
that the President appoint an admin- 
istration board of review to which an 
advertiser may appeal from a deci- 
sion that he has violated the act. The 
language was almost synonymous 
with that adopted by the American 
Newspaper Publishers Association in 
making similar recommendations. 


Chicago Publishers Talk 


Two publishers of metropolitan 
newspapers were headlined in the 
program of the Inland Daily Press 
Association. They were Homer Guck, 
president of the Chicago Herald ¢« 
Eraminer, and Col. Robert R. MeCor- 
mick, publisher of the Chicago Trib- 


when | 


the press committees of both the I. 
D. P. A. and A. N. P. A. 

| Mr. Guck, who was the speaker at 
| Wednesday's luncheon, established a 


policies of William Randolph Hearst, 
his publisher. All that is demanded 
is editorial integrity, he said. Mr. 
Hearst will forgive anything except 
insincerity. 

Col. McCormick gave an interest- 
ing description of his recent visit to 
Germany to prove the historic con- 
tention that “the press cannot be 
\limited without being lost.” The 
|German press, he said, has been de- 
stroyed by the simple expedient of 
preventing it from printing uncolored 
|news. The people were quick to rec- 
| ognize the truth and circulation has 
fallen 85 per cent. 


All governments are based on 


| force, he asserted, and every tyrant | 


since the invention of the printing 
| press has regarded the free dissemi- 
nation of information as his greatest 
enemy. 

The danger is not yet past, he 
hinted, asserting that in spite of the 
protection extended by the Constitu- 
tion of the United States, the free- 
dom of speech over radio has been 
all but destroyed. Col. McCormick 
asserted that “freedom of speech and 
of the press” as guaranteed by the 
Constitution, cannot be invaded by 
the government in the guise of codes 
or any other form. He referred to 
the “peculiar petulance” of some 
code authorities when the news- 
paper code reiterated its declaration 
of independence. 

One of the interesting addresses of 
the convention was that of Lee P. 
Loomis, publisher of the Globe-Ga- 
zette, Mason City, Ia., who, as a pub- 
lisher in a medium sized city, told 
his colleagues how they could sell 
more national advertising. 

Far from deploring the service re- 
quested by national advertisers, Mr. 
Loomis believes in looking for new 
ways to make the advertising effec- 
tive. His paper installed two dis- 
play windows for the purpose of 
showing merchandise being currently 
advertised. 

Mr. Loomis recently staged a con- 
test involving an offer to give the 


its 


aig 


“TO SEE OURSEL’S 


“PREFERS 


HARPERS MAGAZINE 


" tile 


AS OTHERS SEE US” 


TO ANY OTHER” 


Gentlemen: 


wit: my mother, father 
make a "bee-line’ for 


The status of your magazine in this particular 
home is this: The four members of my family, to- 


My father unquestioningly states that he prefers 
Harpers to any other magazine, and he has often 


, brother and myself—all 
Harpers when it arrives. 


stated that his family 
several generations. 


Incidentally, you might tell the advertisers 
aforesaid that we keep Harpers. 


has subscribed to it for 


(s) E. L. B. 


_ a 


*The above letter is 
typical of 500 others 
on file at our office. 
Many of them are 
contained in our 
Brochure ‘To See 
Oursel’s as others 
see us” which will 
be gladly sent upon 
request. 


Address: 
49 Fast 33rd St. 
New York, N. Y 


‘thas 


a in 


iL 


Harpers 


MAGAZINE 


for the reason 
step 


AX 
i) 
stood the test of time 
it is always 
the times.’’ 


with 


une and chairman of the freedom of 


new record for brevity in stating the | 


—e 


DEALERS LEARN HOW GIN IS 


MADE 


TRE AGH STIBTS cence ne cain: in cheened end ground 


The grain proceeds trom the storage bins at the top 


>i this scene. through the hoppers and scales in the 


»ckers in the toreground 


GIANT EQUIPMENT 5 NECESSARY To those who think 


good gin can be produced in « bathtub, so to speak, or 
in an office building or in any old factory loft - these 


pictures should be ample evidence to the contrary 


- 


Two typical pages in the salesmen's brochure produced for Fleisch- 
mann's gin by Lawrence Fertig & Co., in which the manufacturing 


processes of the company are presented in beautiful pictorial fashion. 


public the correct time whenever it 
is wanted, and his paper still gets 
|200 or 300 requests a day for the 
|time. The old contest has expired, 
| but the publisher has instructed his 
| telephone operators to borrow the ra- 
| dio idea and never give anything 
without a selling talk. 

A subscriber now telephoning for 
the time is informed that “Morton’s 
Salt pours when it rains and it is 
now 9:19 A. M.” The phraseology is 
changed according to the national 
advertising running in the Globe-Ga- 
zette at the moment. 


More Merchandising News 


J. M. Baskin, Chicago manager for 
the Fairchild Publications, New 
York, made a plea for more merchan- 
dise news in daily papers. He 
stressed the need for more news of 
masculine apparel especially, assert- 
ing that this field has been woefully 
neglected. 

This is a far more interesting fea- 
ture than many of those now running 
in newspapers, he said, mentioning 
by way of comparison some of the 
syndicated columns on _ postage 
stamps and tropical fish. 

The proposed code for the com- 
munications systems of the country 
came in for discussion and the asso- 
ciation adopted a resolution request- 
ing that a clause shall be inserted in- 
suring service to the press at current 
rates. 
| On the question of the new Radio- 

Press Bureau, the chairman  re- 
| marked, following a poll, that every- 
body seems to be satisfied except 
publishers who also own radio sta- 
tions. 


Tells Printing Advantages 


John W. Harm, mechanical super- | 


intendent of the Chicago Daily News, 
discussed some of the problems in- 
volved in getting clean printing. He 
presented a page of the News which 
showed how type and half tones lose 
some of their sharpness every time 
a matrix is re-used. When original 


type and cuts are used, the average | 


depth of the type is .019. On the 
first re-run it drops to .012; on the 
second, to .009 and then to .008 and 
006 4/5. 

In a circulation round table, Vance 
Jerome, business manager of the 
News-Record, Greensboro, N. C., op- 
posed clubbing offers in which a 
newspaper joins with a magazine to 
make an attractive deal. A. B. C. 
reports show that in a recent short 
period, 247 newspapers sold 191,220 
subscriptions in combination with 
magazines. Mr. Jerome believes daily 
newspapers sell 250,000 subscriptions 
annually in combination with maga- 


zines, with four periodicals involved | 


on the average. 

His analysis indicates an advertis- 
ing revenue of $1.48 for each reported 
subscription sale by 14 magazines, 
and he concluded that 


nearly $1,500,000 a year in advertis- 
ing revenue. 


Launch Architectural Paper 


Architectural South, a new 
monthly magazine for architects, 
builders, landscape engineers and al- 
lied interests, will be published start- 
ing with the July issue. Offices are 
Palmer Bldg., Atlanta, 
Pierce Bldg., St. Louis. 


FEEN-A-MINT TO 
USE MAGAZINES 


New York, May 17.—Feen-A-Mint, 
chewing gum laxative compounded 
by Health Products Corporation, 
Newark, will return to magazines the 
week of May 26 after an absence 
of several years from this medium. 
Some 25 or 30 publications will be 
used under the direction of William 
Esty & Co. in a spring and summer 
campaign. 

The magazine advertising com- 
prises an enlargement of advertising 
activities which have centered for 
several years in newspapers and ra- 
dio. The company’s George Gersh- 
win program over an NBC network 
will shortly. be discontinued until fall 
but the newspaper advertising in 
southern newspapers will be con- 
tinued without interruption. 

The new magazine copy headlines 
the product’s unique feature for the 
first time since it was introduced 
twelve years ago, stressing the fact 


that Feen-A-Mint is in a chewing 
gum form for a very good reason, 
A laxative taken in that form js 
combined with gastric juices which 
aid digestion and makes for smooth, 
natural effectiveness. 

The advertiser also makes the 
most of the hot weather advantages 
of Feen-A-Mint, bearing down on the 
argument that the product stays 
“fresh, firm and refreshing even jy 
the hottest weather.” 

Illustration plays an important 
part in the copy, taking up over two. 
thirds of the space in every adver. 
tisement. How a physician would 
look recommending the product, anq 
contented users are favorite subjects, 

Magazines so far selected to carry 
the advertising are Cosmopolitan, 
Delineator, Fawcett Group, Literary 
Digest, McCall's, Modern Magazines, 
News-Week, Parents’ Magazine. 
Photoplay Unit, Pictorial Review, 
Redbook, Romance Group, Tower 
Magazines and True Story. An addi. 
tional schedule is being prepared. 


Revelt Joins Agency 


Peter A. Revelt, formerly with Lee 
Anderson, Inc., Detroit, and Mae. 
Manus, Ine., has jeined Campbell- 
Ewald Company, Detroit, in a general 
creative and executive capacity. He 
will serve on the staff handling Pon. 
tiae’s account. 


Changes Network 


The Shell Show, a variety program 
sponsored by Shell Oil Company of 
California and produced by J. Wal- 
ter Thompson Company, changed 
May 7 from Columbia-Don Lee Broad- 
casting System to National Broad- 
casting System. 


Rossi-Greene Starts 


Stephen J. Rossi, Rossi Printing 
Company and H. D. Greene, formerly 
of the Mutual Engraving Company, 
have formed a new company, Rossi- 
Greene Company, 345 Battery St. 
San Francisco. 


“ ° ” 
Buys “Whip & Spur 
Southerner Magazine, Atlanta, Ga.., 
and St. Louis, has purchased Whip ¢ 
Spur, and will merge the two pub- 
lications, to continue under the for- 


mer name. 


newspapers | 
are thus presenting magazines with | 


"5 BETES: 
“thet, 


When each month 
| jj shows more advertisers 
using this one magazine 
exclusively to cover the 


brewery field... 
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205 E. 42nd St., New York City - 333N. Michigan Ave., Chicago 


sand! THE NATIONAL BREWERY MAGAZINE 
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© ‘ERTAIN things are definitely 
“ . 

certain ... dependably sure. 

Tomorrow, the sun will rise. 
Tomorrow, men and women in over 
600,000 homes will read advertising 
in the New York Evening Journal... 
and will respond to it in great 
numbers. 
Do you think the comparison too 
strong? 
Then ask the manufacturers who 
know that it is true... who have found 
to their great profit that the Journal 
is a neverfailing force . .. both in 
point of consumer response and of 
dealer cooperation. 
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Paid Advertising 
Used to Reproduce 
Historic Document 


Washington, D. C., May 15. 
lication of the Declaration of Inde- 
pendence in advertising form in all 
Washington 
against the 


newspapers in 
Fletcher-Rayburn 


protest 
stock 


control bill was resorted to prior to | 


its passage this week. 
This explanation was given by Vic- 


tor G. Paradise of Frazier, Jelke & 
Co., members of the New York 
Stock Exchange, who paid for pub- 
lication of the historic document 
Which occupied three columns 
space. 


} 
Pub- | 


ADVERTISING AGE 


—— 


Mr. Paradise said there were two | exact wording as found in school 


primary reasons for the decision to 


pay for publication of the document: | 
“First, because legislative and ad- | 


ministrative tendencies in Wash- 
ington suggest that too few of our 
elective representatives are familiar 


with the principles enunciated in the 


| Declaration of Independence; 
| “Second, because it seemed timely | 
'to offer contradiction to the appar- 
ent ‘new philosophy that en- 
gaging in business for profit is un- 
|lawful; that criticism of administra- 
tion policies is lese majeste, and that 
all protests against intolerant legis- | 
|lation are motivated by greed and 
selfishness.” 
In the display of the document no 


deal’ 


of | reference was made to pending legis-| paye 
|lation, there being nothing but the 


text books. 


’ 
Swann’s New Work 
James Cooper Swann, formerly of 
Henry L. Doherty & Co., has joined 
the oil royalty department of C. H. 
Berets & Co., Inc., New York, as di- 
rector of research and advertising. 
Appoints Rosenberg 
Epstein Underwear Company, 
New York, maker of Lorelei and Lo- 
retta brands, has appointed the Ar- 
thur Rosenberg Company, New York. 


Three Name Beebe 


Fencing School, 


Franco-American 


|\Camp Kenadee and Camp Metedeconk | 


appointed Beebe Advertising 


Agency, Ince. 


§.N.P.A. READY 
FOR CONCLAVE 


for Annual Session 


|eenter of Southern newspaper pub- 
|lishing next week when members of 


e 4 & 


Informal Program Prepared si 


the Southern Newspaper Publishers’ 
|Association gather at Grove Park / 
Inn here for the annual convention 
May 21-23. 

As has been the case in the past, 
the sessions will be informal, with 
no set program, the more than 239 
subjects scheduled for discussion he 


[LE ing subject to call by the presiding 
| officer at any time during the three. 


day session. Morning and afternoon 
sessions will be held the first day, 
morning sessions only 
uled for the last two days. 
In addition to reports of Various 
committees of the organization and 
the “round table’ discussions on edj. 


scl ed. 


Asheville, N. C., May 17.—This| torial, business, circulation, adver. 
pleasant city nestling in the Blue|tising, and labor problems, speakers 
Ridge mountains will become the| at the sessions will include: 


Col. Harry M. Ayers, Anniston, 
Ala., Star, who will lead a discussioy 
on smaller newspapers; G. Norman 
Benjamin, Richmond, Va., Times-Dis. 
patch, who will talk on classified ad. 
vertising; J. R. Marks, circulation 
manager, Asheville Citizen and 
Times, who will discuss circulation: 

Many Problems to Be Aired 


J. N. Heiskell, editor, Arkansas Go. 
cette, and chairman of the associa- 
tion’s editorial affairs committee, 
| who will discuss editorial functions: 
|Ted Dealey, Dallas, Tex., News and 
Journal, “The Managing Editor—A 
Salesman”; Capt. Enoch Brown, Jr., 
Memphis Commercial Appeal; and 
Major George L. Berry of Pressmen’s 
Home, Tenn. 

Among the scores of items which 
will be discussed at round table ses- 
sions, some of the more interesting 
include: 

“What sections of Sunday news- 
| papers are receiving preference from 
national advertisers, and how far 
will comic section volume rise?” 

“It is claimed that approximately 
35 new advertisers have placed fairly 
extensive schedules in the Sunday 
papers during the past six months. 
Is this advertising merely being sub- 
tracted from daily newspaper sched- 
ules or is it coming out of radio 
and magazine appropriations?” 

“Do daily newspapers want a per- 
manent code beyond the expiration 


of the national industrial recovery 
act in June, 1935?” 
“How many have increased sub- 


seription price and how did it affect 
circulation?” 

“Why does the A. B. C. not have 
more members from the agency and 
advertiser classes?” 

“Should publishers give special po- 
sition in order to carry a larger 
schedule offered by an advertiser?” 

Officers of the S. N. P. A. are 
James G. Stahlman, Nashville Ban- 
ner, chairman of the board of direc: 
tors; J. L. Mapes, Beaumont, Tex., 
Enterprise and Journal, president; 
Walter C. Johnson, Chattanooga 
News, treasurer; and Cranston Wil: 
liams, secretary-manager. 


Thomson-Symon Offers 


-: 


UTOMOBILE Trade Journal, with 
its April issue. stepped out of the 
old and into the new 


Its full color cover—reproduction of an 
excellent painting, done in oil—typifies the 
advancement and greater value of 
Automobile Trade Journal. 


That these improvements 


are appre- 


ciated. is evidenced by some concrete 


FACTS 


Net paid circulation is now 
No arrears. 


over 60,000. 


And more advertisers con- 


tinue to use Automobile Trade Journal 


than any similar publication 


AUTOMOBILE TRADE JOURNAL 


A CHILTON PUBLICATION 
Chestnut & 56th Streets, Philadelvhia, Pa. 


New Poster Technique 


Through a new process developed 
by the Thomson-Sysion Company, 
Terre Haute, Ind., J. M. Mathes, Inc. 
New York, and Latham Lithograph: 
ing & Printing Company, New York, 
|outdoor advertisements are beilg 
|imprinted with names of local deal: 
/ers in matching colors and _ type. 
| Heretofore, because of expense, the 

usually been done 


|}imprinting has 
| with black, block letters on a white 
| background. 

The first advertiser to use the new 
process is Carbide and Carbon Chen 
icals Corporation, New York, the 
product advertised being Pyrofax 4 
service. 


R. S. Wright Is Added 
to “Scholastic’s” Staf 


Robert S. Wright, for the past six 
years in the New York advertisil 
office of The Farmer's Wilt has 
joined the advertising staf “ 
| Scholastic, New York. : 
| He will concentrate his attention 
for the remainder of this year 0? © 
| spaehan issue of Scholastic to appear” 
in February, 1935, in celebration © 
the 300th anniversary of the found 
ing of high school education in ™* 
United States. 


Muir and Wiley Elected 


Malcolm Muir, president, MeGrat" 
Hill Publishing Company, NeW bade 
and Louis Wiley, of the New Yor 
Times, have been re-elected direct?’ 
| of the Merchants’ Association ot -* 
York for three-year terms. 
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“ Holliday Names Rep Ad a . I pany of Ohio followed with spot an-| attendant. “On the job again and at 
rk ; saanns . a aca vertising S nouncements Tuesday night. your service,” the brief copy said, 
D i} x Whee cas eb i lle ee First copy announcing gasoline sta-|“ ... but I notice my customers 
renee way of the Holliday Publications. Used to Tell of tion re-openings was placed with the| haven't kept their windshields as 
st, Montreal, which include Canadian e Cleveland Press and News by Stand- | clean as I like to see them!” 
th OF 34] DAILIES Milling & Grain Journal, Leather Gas Strike End ard Oil Company of Ohio Wednesday. | ee aa 
30) Worker, Motor Book and Quebec Con- Other companies were expected to . 
Ie- tractor. a | follow at once in a big drive cr Ricketts to Ross . 
. SHOWN IN REPORT <r os Cleveland, O., May 17.—After sev-| business, | William Ricketts, formerly with ‘ 
1. Renews Advertising eral weeks of closed gasoline stations Automobile owners have been vir- | Benton & Bowles and J. Walter 4 
0 SS Betz beer, a product of John F.|in Cleveland due to strike difficulties, tually without a home for several | ee erg Company, has Joined the ; 
y, Betz & Son, Inc., Philadelphia, has|and a general gasoline drought weeks with trips to outside counties | any of nen a males New 
d- New York, May 17.—A total of | just placed its first hewspaper adver- | throughout the city, a settlement was necessary in many cases to get their Sea dees a: dieiaien counsellor in 
287.40,153 lines of advertising ap-| Using since repeal. Copy is being reached between operators and com- supply " Now it ‘is recognized that re ppeeccnscecll 
us peared in the 347 newspapers in 86] Placed through Jerome B. Gray & Co. panies at 6:30 p. m. on Tuesday Pte pecans Rita: 
pe mek sacmabaciaaetieas i Sé “2 - m. sday. uture business of the companies in 
ad CILICS measured by Media Records, Ww d ll S ll Wi The Pocahontas Oil Corporation | this area depends on immediate solic- | To Van Auken-Ragland 
li- Inc, during the first three months arde etts ines was first on the air to advertise the | itation. Ideal Commutator Dresser Com- 
tr: ( ig34, the quarterly summary of| W. L. Wardell, formerly with the | corviees f its stations. Re-opening, Standard Oil's initial newspaper | 2@"Y, Sycamore, Ill, and the Railway 
rs ' organization, just  released,| United States Rubber Company, has -. |...‘ og eegens naa ace : — dy hes eern newspaper | Service and Supply Company, Indian- 
ee - been appointed executive sales man- °! facilities — arendcast lees than copy teen the — = 8 six-column apolis, have resumed advertising 
” “or this total 323,544,307 lines were| ager of Foreign Vintages, Inc., New half an hour after the settlement was by 278-line advertisement dominated and reappointed Van Auken-Ragland. 
Z display, 56,884,264 were classified, York. announced, The Standard Oil Com- by a huge drawing of a smiling Sohio | Inc., Chicago. 
an and 6,611,582 lines were legal. Of ————== 
is- the display advertising, 219,035,601 
d- lines were retail, 72,272,200 lines : : ae 
ch were general, 23,038,808 were automo- 
nd tive, and 9,197,698 lines were legal. ‘ 
n; Only five papers of the 347 meas- 
ures “carried more than 3,000,000 f 
' line of advertising during the A N Hd verliser E X P # O R E S : 
- mouth, and only 20 papers carried as : 
la- mu as 2,500,000. A significant ™ 
e, point is that while only nine Ca- THE NATIONAL GEOGRAPHIC 
8; nadian publications, in Montreal and 
nd Toronto, are included in the tabula- 
“A tion, two of these garnered first and 
I, second place for total lineage during 
nd the period, three are in the select 
n's eroup carrying more than 3,000,000 
lines, and four are included in the 
ch list of 20 papers carrying more than 
ial 2 500,000 lines, 
m How They Stood 
NS- following are the detailed figures 
m for the 20 leading papers. These fig- 
ar ures do not include lineage in Sun- 
day editions. 
ely Toronto Star (e), 3,632,709. 
rly roronto. Telegram (e), 3,539.516. 
ay Washington Star (e), 3,481,160. 
ae, Vontreal Star (e) 3,245,123. 
ub- Pittsburgh Press (e), 3,158,837. ‘ 
ee Vewark News (e), 2,985,355. | 
tio Vew York Sun (e), 2,979,756. \ 
° Detroit News (e), 2,976,615. | hS, 
Hartford Times (e), 2,985,905. ih) An . 
a New York World-Telegram (e), 2,- ' = IIMS et ye 
: 14,184. . 7 aa oa 
Chicago Daily News (e), 2,897,715. 
8 ergs iphia Public Ledger (e), 2,- ee 
: Raltimore Sun (e), 2,813,638. 
nd Brooklyn Hagle (@), 3,164,808, i PUBLISMED BY THE 
Providence Bulletin (e), 2,738,895. NATIONAL GEOGRAPHIC SOCIETY 
tkhron Beacon-Journal (e), 2,703,- WERBARD MEMORIAL HALL 
po- 7 Patwrcroy. oc. 
“on Chicago Tribune (m), 2,676,897. 
se: ‘real La Presse (e), 2,621,824. 
a Boston Traveler (sold only in com- 
8 bination with morning and Sun- 
- day Herald), 2,606,825. 
— Philadelphia Bulletin (e), 2,517,- 
4 Sunday Paper Figures 
During the same period 25 Sunday 
papers carried 600,000 or more lines 
ol advertising, with seven carrying 
1,000,000 or more lines. These lat- 
ue ter were New York Times, 1,662,739; 
ed Chicago Tribune, 1,255,665; New 
ny, York Herald Tribune, 1,128,442; *Los 
“ Angeles Examiner, 1,065,702; *New 
rk rvs, gone oe Gear aaa . fills by word and picture the gap which news- 
ing 5 1 ee a : ! 
al: iuirer, 1,005,862, es e LSACCVETS NE \\) S e papers and circuses and geography books leave 
pe. thers In the group of 25 were: D 
he "Baltimore . eric 784,574; Bal- . . ° <a 
nut sisare aed pies rina Maa vacant—the vital human _ interest picture. oo 
ite 798.195; Boston Herald, 754,734; . . . . . . 
| ‘Chicago Heralé ¢ad Reeatuer 177.( 22 COmsciontions space buyer searches deep into The mental mood induced by its contents brings a ze 
ex 9; Cleveland Plain Dealer, 869,249; hi ; : ies , , dle E 
- Wwles Tones-Heraid, 612,199; Detroit | Us unique magazine to learn why a million people receptive reader to your advertisement. ‘*What’s 
vas eS, 816,533; *Detroit Times, 771,- ‘ oe ' 
M7; Ha ‘Tord Courant, 066.990; In. seek to own it — why five million or more persons different?’ “What’s better?” “What’s new?” 
polis Star, 5,473; Los Angeles 
Limes 4"? "RO. . > e T 9 « . + * @.e¢ 
P (ea read it every month. The answer is sometimes sur- “What's true?” If read in a practical, inquisitive 
Yad, Newark Call, 611,315; New Or- ae . ic | i i i 
a ght Pal ind States,| Prising: The Geographic is read for its News! state-of-mind, your Geographic message gets home 
ing M7278) New Orleans Item-Tribune, 7, P i 
nas 626,659: Philadelphia Inquirer, 983. ... No magazine fills a more basic need. No magazine 
“ Pi ladelphia’ Record, 869,832; | This magazine answers the eternal question: ‘*What ; : ; 
in Francisco Examiner, 942,850; | 7 is more eagerly read. No magazine more honestly 
a Wish cosa gh Dispateh. 863.9445) is the world like today?” It pictures the Cuba which co ae 
. ith nae be 4 . deserves your advertising appropriation. No maga- 
a rt Savers shifts its political gears. It explains the Mexico ' . ; 
be ‘American Weekly lineage included. ; ; zine will reward you more handsomely with sales. 
Puites teckn which is being safely opened to motorists, and 
Pu lish Display Book ; ; ' 
d tig, hoe ee ee ee describes the Manchuria which has a new ruler. It Do you know the Geographic? Explore it. 
ee ‘ers’ Book of Window Display,” pre- 
7 a ind written by Mrs. Polly Pet- 
sas & - ~~ manager for Black, Starr 
ew ‘ ‘Orham, Ine., which is de- 


omens" NATIONAL GEOGRAPHIC MAGAZINE - Washington, D. C. 


1. 
J. > alae 
4, Bae 
:° te 
x e+ 
eee 
e . gt “he * 
| Sa ea. / eter S: 
Wome mer: le or aR ly SL ‘ F % 7 oh 8? aie 
Mee ae tees cok on - sia Feta eM mag Me ra uy ahi y ie, £2 Se 
pe oe sue Re : sie te thai Re es aaa 7 eee - ‘i Bre Ae S ea Sea 2 ee . BB ¢ a rg p- es fa 4 c f Ae i. . 
ag Ie st es ner te. Res ik eames. pre seks a = ed caeieaaias ay eka ee ae he Sere Pe ; wie Paget a Covais HS A, PR RS OG \esge Xom Me A a Pe a ied tape ss palickgree: Deine Sa Bit vane Soe 
Bi WM eS NEE nh a EEO aE Fin gber 8 eg Fj et yee ee eS ee Pe eer, ore sei ipiias: <del aS : Ra ene ee se ; Ny Se ne eee iS sah Bek ty AMR 2 hae aun vee a Te ce ny? ee ers = ~ ; s Seow ect * 
a A RE eer ag EMP AES SR CP we, 2 eae BMGT ef eS Rae hea Sr atee ET BEN ERA SME, So ON ky OR See ORI ie dene LCR NT Rote PF Agee sii cca ta aN SIRE UMNES AK Praha ae ha eS pian js RR Sor wieder 
a et PR EES ee» Re a 3 Be we ane phil ea 4 es ea ie ern aa te ej . ache " oi BS ig dich ae a ft te tae Ae: ey, J aie se era kee) ote, aso a es MS a 7 ia Se i i ae ee. Fein Ne ie BY e ah ee AS ei ae iat ial ‘ 
i eats oe Oe Ten ae aes oes : | Paes way oat 28 Se lasses MR ae a Nice OUR eg hay he BRAN hg ania eT a Aton an ear Gehl mS RA ; ee eA ne Sohige ont Ree See ene ty Raed e fi ERE ny GR RE ey. gs. a 
tS ae : ae Sein Pepe saver oe meat gn RE Risso ie ah Bias : BS oR eth eee ce ee P Tw ane 5 en Galera n er Cs sas Seean sd hr ae? Cone Larger ae STL oS SoD Caen a Teme prin eo s 8+ aay Ae eats Ay Geir ae na ee a ee ali eke SRR RARE SS er a eto ok eg tnt ire eR ie oS 
i eae SOE REE On { SI TER Ce tg Den Ames Ty ae” Sr IS Oe ESL OPO Ue Se LENO! 7S Eo GRAIN ag one? Cal Se eI MMe MG aes pe cWNe OE, eRe MM pag MONE Pe eee baste OF er em tama ral eee Ys. a 
eee A bets Ft peed hae eee tains LE NAc og. 2 TN: : re ‘ UTE SM emi FOE (PAGS Reis SES cE aie es rable ae a ea Ns ene et Deere aes y CL Ere Moe A Gane Oe YG AY al oe Eee Re 5 EON ean es 5 ee re eee 
eee | Se Sl eaect «ap ener SRS Aon Me ar eR heise sa" Be ERR SL NN Por Te ak A ee Ry be ae, DhisDee e oe men y PRETE SeT  § itn Vege Pot PSL : DES et seciaey Nai a a Me, ra Gy Sas 
oe — ane » ie = - hl ee bi; *. ~. 2 f bs “2, we \ R, . sap ove Ae Po ee ‘ 1¥ ae : B at otal fs a Ss a Bx. € es _ Bray 
r % é CS oF 1 ee ep = ee ee ey 


meee > 


Pt Ebel Je 
ee Bie 


at 3 


TY With Nin Se [FLY ae ae Ga es a a le 


16 


Beh ade 


ADVERTISING AGE 


Tae i ee ae ee eae ee 9 


May 19, 1934 


atta T 


Ya — 
’ The spirit of iJ a 
LD MEXICO’; 

: Seo | 


“ 


Y 
4 


MEXICAN 


HABANERO 


The spirit of old Mexico, in bottles of Habanero, invades the colder 
regions north of the Rio Grande with romantic advertising like this. 


HABANERO FROM 
MEXICO ENTERS 
LIQUOR MARKET 


New York, May 17.—Appearance of 
a bleed center spread in the New 
Yorker this week marks the begin- 
ning of a national drive to introduce 
Habanero, national drink of Mexico, 
to the American public. 

The advertiser is the Mexican- 
American Habanero Corporation, 
formed in 1933 on the approach of 
repeal. Kimball, Hubbard & Powel, 
Inc., is in charge of the advertising. 

Preceding the first large adver- 
tisement this week were 50-line spots 
staggered in metropolitan news- 
papers. Each announced that Mexi- 
can Habanero is being featured at a 
different bar in the city. Each fea- 
tured one recipe and also the name 
of the distributor in small type. 

Started in New York, the 50-line 
copy is also running in Boston and 
more recently has appeared in Wash- 
ington. For a while, after this week’s 
large advertisement, the spot adver- 
tising will continue. The same 
small space plan is being carried out 
in other cities as quickly as they are 
fully opened. The magazine adver- 
tising will be continued in other na- 
tional publications. 


Sugar Cane Is Base 


Habanero has been a drink of the 
Mexican upper classes for more than 
a century, the firm explains. Its 
base is aguardiente, the fermented 
juice of the sugar cane, which is 
mixed with Spanish wines and aged. 
It is classed as a generic spirit by 
the U. S. government. Its discovery 
was made by accident when some 
aguardiente was stored in wine casks 
just arrived from Spain. 

Preliminary work in its American 
introduction was designing the pack- 
age, a Mexican glass blown into a 
distinctive shape. Mexican color and 
atmosphere dominate the label de- 
sign. 

The first national advertising ap- 
pearing this week contains a merry 
Mexican illustration with beautiful 
senoritas, romantic senores, sour 
duennas, balcony scenes, all in 
one. The text is more or less formal, 
speaking of Habanero’s various qual- 
ities, and defining “Salud,” which 
appears in the label and advertising. 
Its meaning is double, expressing, 
copy says, “to your good health” and 
“come over to my house.” 

While the distributing framework 
was being set up to function 
smoothly, the release of consumer 
advertising was withheld. Dealer en- 
thusiasm will be spurred by trade 
paper advertising. 


Col. Baines yr Peck 


Lt. Col. C. Robert Baines has re- 
signed from the New York American 
to become vice-president of the Peck 
Distributing Corporation, New York. 
He will also be associated with the 
newly formed Advertising Distribu- 
tors of America, Ine. 


| 


| 


Mary 


Frank Kivlan Made 
. . 
Agency Vice-President 

Frank J. Kivlan, associated with 
Kelly, Nason & Roosevelt, Inc., New 
York, the past year, has been elected 
a vice-president and placed in charge 
of the new business department, 

He began his career with the New 
York Times in 1920 and was suc- 
cessively connected with Colt, Stew- 
art & Foy, New York Chrysler dis- 
tributors, MacManus, Inc., and Ad- 
vertisers, Inc., being New York man- 
ager of the latter agency. 


“Hotel Reporter” 
Adopts New Format 


National Hotel Reporter, Chicago, 
which has been published in news- 
paper form, has gone to tabloid size. 

The paper now has five columns of 
13% ems, Mac Curtis is publisher. 


With Donahue & Coe 


H. F. Nonnamaker, for the past 
seven years art director with H. W. 
Kastor & Sons Company, has joined 
Donehue & Coe, Inc., New York. 


The Post au 
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Bull Durham’s 
Bull Jumps Out 
Of the Picture 


(Picture on Page 32) 

New York, May 17.—With a little 
more fire in his eye and snorting 
determination in his bearing, the fa- 
mous bull of the American Tobacco 
Company is on the rampage again 
in an outdoor campaign to sell Bull 
Durham tobacco. 

But he is playing a solo part in 
his return engagement, for his ad- 
mirer, of the milk-giving sex, is no 
longer in evidence. The new litho- 
graphed poster follows closely the 
scenic effect of the first, even to the 
scroll enclosing the title, “Goin’ 
Places,” and the painted barnside at 
the left. 

Bull Durham has not been featured 
in poster advertising since the “Her 


Hero” showing two years ago. Ip 
the new advertising, the posters 
alone are employed. Initial com. 
ment on its appearance indicates 
that the new poster will be as pro 
vocative of public interest and dis. 
cussion as its forerunner, an exec). 
tive said. 

The implication is that Bull Dur. 
ham is out after business more ag. 
gressively than ever. His former, 
position on the painted barn is jp. 
dicated by a white space. Insteag 
of his previous vigorous walk, he js 
now shown prancing. 

Lord & Thomas, Ince. is the 
agency. 


Artists Guild Names 


Harvey Dunn Presiden: 


Harvey Dunn has been elected 
president of the Artists Guild, Inc, 
New York, to succeed Cyrus Le Roy 
Baldridge. Other officers: 

Howard Willard, vice-president, 
Thomas Benrimo, secretary; Harry 
Stoner, treasurer. 


dience was 


Kinehant 


MISS PINKERTON 


“It is not easy to get into The Saturday Eve- 
ning Post, but no writer, once there, has 
ever wanted to get out again. It has the best 
audience in America. I had arrived when 
at last I was published in the Post.” 


Abt rea 


Back OF Tish and Bab and Miss 
Pinkerton is the ingenious and 
versatile brain of a brilliant au- 
thor, Mrs. Mary Roberts Rinehart. 

Back of the new designs that 
appear every season in Community Plate are the tireless 
and creative brains of brilliant designers and silversmiths. 

And back of the friends of the author’s people and the 
manufacturer's products is The Saturday Evening Post. 


advertising. 


For the Post possesses a unique 
and peculiar power to make »* 
tional “characters” of the people 
in its fiction. And the Post has bee? 
equally successful down through 


the years in giving national character to the products in it® 


Yes—the Post has a way of winning for its advertiser: 
as it does for its authors, a mighty host of FRIENDS! 
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TWO HUGE RADIO 
PROGRAMS WILL 
HERALD '34 FAIR 


Keep Chicago Ahead Com- 
mittee Reveals Plans 


Chicago, May 17.—G. R. Schaeffer, 
advertising manager of Marshall 
Field & Co., and chairman of the 
publicity committee of the Keep 
{ 
n 


hicago Ahead Civic Committee, an- 
eunced today that Hays MacFar- 
land & Co., are arranging two spec- 
rocular nationwide radio broadcasts 
as part of the committee’s efforts to 
<tir up an early interest in the 1934 
rid's fair. 


The first will be over all stations 
of the Columbia Broadcasting Sys- 
tem’s network on Friday evening, 
May 25, the night before the expo- 
sition is formally opened, and the 
second will be one week later, on 
Friday evening, June 1, over both 
networks of the National Broadcast- 
ing Company. Talent for both pro- 
grams will be supplied by such large 
national advertisers as the Ford Mo- 
tor Company, Swift & Co., Armour 
& Co., and others who feature the 
leading radio stars of the country. 

The programs will also be sup- 
ported by the committee’s first news- 
paper advertising, which, on this in- 
itial effort, will be confined to news- 
papers of the Middle West, the South 
and certain cities outside these sec- 
tions. 

Expect to Use Dailies 


Brooks H. Beitler, executive sec- 
retary of the committee, explains 
that the radio programs have been 
undertaken at this time because 
they seem to offer the only dramatic 


way in which the effort can get na- 
tionwide coverage while it is still 
in the formative stage and its bud- 
get is uncertain because it is still 
engaged in raising funds from Chi- 
cago business interests. The news- 
paper advertising in connection with 
the broadcasts will represent a rea- 
sonable amount of the total cost. 


Plans are being made for news- 
paper advertising later, but no an- 
nouncement as to the extent of the 
campaign can be made now, accord- 
ing to Mr. Beitler. The committee 
hopes that sufficient funds will be 
available for a considerable amount 
of newspaper advertising. 

The committee is an organization 
of Chicago business men not con- 
nected in any way with A Century 
of Progress, and its aim is to stimu- 
late business not only in Chicago 
but all over the country. It is non- 
political in character, and Mayor 
Edward J. Kelly became its general 
chairman at the suggestion of the 
business men themselves, with the 


idea that his leadership would make 
it representative of all interests in 
Chicago. 

Its first effort is to focus the at- 
tention of Chicagoans on the open- 
ing of the fair and to get them to 
attend in large numbers during June. 
Beyond that, it hopes to stir up Chi- 
cagoans to realize the advantages 
and attractions of their own city. 
Through them and through all other 
publicity means at the committee's 
disposal it hopes to convey the same 
idea to the people of the country in 
general. 


Benefitted Other Cities 


Various estimates have been made 
of the amount of money spent in 
Chicago last year by visitors to A 
Century of Progress, but the one 
most generally accepted is about 
$400,000,000. The committee points 
out that for every dollar spent in 
Chicago several dollars were spent 
in other cities for new automobiles 
or repairs to old ones, for gasoline 
and oil, for new clothing, traveling 
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TURDAY EVENIN 


‘AN AMERICAN INSTITUTION” 


was 


ly Hale 


“For twenty-two 


a nation. 


women.” 


THE MAKERS OF COMMUNITY PLATE AUTHORIZE 
THE PUBLICATION OF THIS STATEMENT: 


years we have advertised 


in The Saturday Evening Post. The Post 
has given us a platform on which to pre- 
sent our silverware before a vast quality 
audience—a platform we share with edi- 


torial matter that reflects the interests of 


“Nowhere else have we found so satisfy- 
ing a means of making our product part 


of the thinking and planning of American 


THE POWER THAT BRINGS NATIONAL 
REPUTATION TO AUTHORS AND LIFE TO 
THEIR CHARACTERS IS THE SAME POWER 
THAT GIVES NATIONAL REPUTATION TO 


ADVERTISERS AND LIFE TO THEIR TRADE 
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HOUSE CLaAnINOe 
SALES AT YOUR 
DeALene 


Seizing opportunity by both horns, 
S. C. Johnson & Son ran this 500- 
line copy in the "Chicago Trib- 
une" last weekend, immediately 
following the worst dust storm in 
the city's history. Needham, Louis 
& Brorby handle the advertising. 


equipment and other merchandise, 
for hotel and restaurant expenses en 
route to Chicago, for railroad tickets, 
ete. 

A number of publishers took ad- 
vantage last year of this opportunity 
to create additional business for 
themselves and their local merchants 
by showing the latter every oppor- 
tunity to sell all kinds of goods and 
services to people on their way to 
and from the world’s fair. The com- 
mittee suggests that this year’s fair 
presents a similar and even greater 
opportunity to publishers in the cit- 
ies of the Middle West and the 
South. 


Supplement Issued 


The committee has put out a 16- 
page rotogravure supplement for 
newspaper use, produced by Alco- 
Gravure, about half the content be- 
ing devoted to the world’s fair and 
half to Chicago in general. This was 
used by newspapers in 21 states with 
a total circulation of around 1,200,- 
000 on Saturday and Sunday, May 
13 and 14, and has also been given 
to a few trade publications with na- 
tional circulation, the committee 
says. 

Up to date the committee has sup- 
plied informative and promotional 
material, such as folders, automobile 
window stickers, posters and the 
like, to about 3,000 Chicago business 
houses and individuals, and the dis- 
tribution of that material is ap- 
proaching 5,000,000 pieces. 

It also promoted a civic essay con- 
test among the children of the pub- 
lic and parochial schools, on two 
subjects—“Why I Like Chicago” and 
“1934’s Greatest Vacation Combina- 
tion—Chicago and A Century of 
Progress.” Thousands of essays have 
been entered in the contest, which 
closes on Saturday, May 19. 

A gigantic mass-meeting is sched- 
uled for Monday evening, May 21, at 
the Chicago Stadium, as the high 
point of Chicago Invitation Week. 
During this week Chicagoans are be- 
ing urged to write to their friends 
in other cities, inviting them to 
spend their vacations in Chicago and 
at the Fair in 1934. Governor Henry 
Horner of Illinois, Mayor Kelly and 
President Rufus C. Dawes of A Cen- 
tury of Progress are scheduled as 
speakers at this meeting. 


Thatcher Elected 


T. C. Thatcher has been elected 
chairman of the board of the asso- 
ciated companies of General Mills, 
Inc., which are Oklahoma City Mill 
& Elevator Company, Gold Medal 
Flour Company of Oklahoma, Gen- 
eral Grain Company, and Perry Mill 
& Elevator Company. J. S. Hargett 
has been named president of the 
firms. 
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May 19, 1934 


Old Colony Club 
Elects New Officers 

Thomas Canan, Richards & Bren- | 
nan, Brockton, Mass., shoe makers, | 
was elected president of the Old Col- 
ony Advertising Club at the annual 
meeting for elections. 

Other officers are Wilbur D. Long- | 
den, Stone & Longden Company, first 
vice-president; Arthur D. Knight, | 
Shoe Style Digest, Boston, second 
vice-president; Preston Briggs, ad- 
vertising manager, James Edgar 
Company, secretary; and Albert How- | 
ard, advertising manager, Hamilton- 
Wade Company, treasurer. 


S. H. Altorfer Dies | 


Silas H. Altorfer, president, Altor- 
fer Bros. Company, appliance manu- 
facturer, died May 14 at his home in 
Peoria, Ill. He was 50 vears old. 


Liquor Copy 
Bars Editions 
From Alabama 
Birmingham, Ala., May 17.—Ala- 
bama’s laws in reference to liquor ad- 


vertising have recently made it neces- 
sary to bar Harper's Bazaar, Home 


and Field, Time and other maga- 
zines from the newsstands of the 
state, according to A. J. Locklear, 


manager of the Alabama News Com- 
pany, 

“A storm of protest has broken 
over the barring of these magazines, 
especially Time,” Mr. Locklear said. 
“This magazine up until last week 
| deferred to the federal regulations 


magazine distributing agency. | 


| by printing a ‘dry’ edition, from 
| which the offending advertisements 
were omitted. 

“But they found this expensive and 
| announced last week that they would 
| stay out of Alabama until the full 
edition could come in legally. We 
were putting out 1,000 copies in this 
district weekly, 

“Harper's Bazaar and Home 
| Field quit the state a month 
Esquire, Vanity Fair, New 
Vogue, American Golfer and other 
magazines simply leave blank spaces 
in their dry edition where liquor ad- 
| vertisements were.” 


and 
ago. 


| - 
| Flynn to Chicago 


Eagle, has been transferred to 


Chicago staff. 


William C. Flynn, of the Brooklyn | 
the | . a . . 
| warning to beware following an in- 


SPECIAL COPY 
USED IN FIGHT 
- ON IMITATIONS 


Yorker, | 


| New York, May 17.—Advertising 
- call attention of the public to 
|imitated labels on ginger ale bottles 
|has been brought into play by the 
Hoffman Beverage Company, New 
| ark, whose officers believe a serious 
emergency exists. 

First copy in this effort sounded a 


ADVERTISING definitely indicates 


gar 


that the construction ind 


Methods are reliable barometers of the industries that they serve. Ups and 
downs in the activities of the fields are registered immediately in the 
advertising pages. It is a well-known fact that advertising in such publi- 
‘ations follows the course of the industry and a rise, once underway, is 


always reflected in an increased use of advertising space. 


The five-month pick-up in advertising volume in Engineering News- 
Record and in Construction Methods is therefore encouraging more 
ways than one. It is encouraging to us, of course. It is encouraging to 
the engineering-construction industry as an indication that it is defi- 
nitely on the way up. And it is encouraging to the durable goods 
industries which depend upon engineers and contractors for machinery 


and equipment sales. 


Note in the adjoining column the intimate relationship between industry 
status and publication status — how the improved health of one affects 
the health of the other. It is conclusive evidence that it is time to revive 
some of that old, aggressive sales planning. The 1934 market is one 
of more than normal expeetaney for to it you must add the neglected 
markets of 1930, °31, °32 and °33. We'll be glad to help you or your 


advertising agent develop your plans. 


ENGINEERING NEWS-RECORD 


McGraw-Hill Publications 
330 W. 42nd Street - New York 


ustry is 


FORGING AHEAD 


Industrial publications like Engineering News-Record and Construction 


1934 PROGRESS 
IN A NUTSHELL 


New capital available for engi- 
neering-construction work is 
nearly 400% ahead of a year ago. 


Contracts awarded are 54% 
higher in dollar value. 


“Bids asked,” the forerunner of 
contracts, jumped from an aver- 
age of 150 a week in January to 


239 a week in April. 
The first 5 months of 1934 


Engineering News-Record car- 
ried 198 more advertising pages 
than in the same period last year. 


Construction Methods showed an 
increase of 93 pages, the May 
issue being the biggest in 3 years. 


76 advertisers who haven't been 
in these papers for a long time 
resumed advertising in this 
period. 


CONSTRUCTION METHODS 


TAKES OFF THE MASK 


WHAT ARE THE INGREDIENTS? | aut)” 
ARE THEY FIT TO DRINK? 


| Se safe...oninx 
_ HOFFMAN 
| BEE 


HOFFMAN. 


<> 


PALE DRY 


Newspaper copy like this, which 
ran 1,200 lines, is helping Hof. 


man war on imitators. 


vestigation which is said to have 
revealed approximately 50 bottlers of 
ginger ale in the territory served 
by Hoffman using labels almost 
identical with those of Hoffman's. 
In ginger ale marketing, because 
of the uniformity of the bottles, it 
is relatively easy to make a very 
slight change in a label and have it 
pass for one of the better known 
brands, and even persons fully fa- 
miliar with the packaging design of 
their favorite brand have been mis- 
led when making their purchase, 
discoverying the deception later at 
home, a representative of the firm 
said in discussing the new copy 
slant. 

Before running the first warning 
copy, Hoffman Beverage Company 
found that dealers, anxious to get 
a longer profit on less known or 
unknown brands, as well as bottlers, 
were participating in the label imi- 
tation move. 


Increase Size of Copy 


In the emergency copy, insertions 
which ordinarily run 1,000 lines 
were stepped up to 1,400. Eight New 
York metropolitan newspapers are 
carrying the advertisements. 

“Cheaper . . but who bottled it? 
Where? How? What are the in- 
gredients? Are they fit to drink?” 
the warning copy asks. A large il 
lustration served to familiarize read- 
ers more thoroughly with the Hoff- 
man label. Above this is a masked 
bottle. 

“Be drink Hoffman. 
Beware cheapened beverages thiat 
masquerade as quality. Some of 
them may actually be dangerous t0 
good health. 

“For the sake of good taste as 
well as good health, ask for Hoff- 
man, a name that distinguishes bev 
erages of excellence made in the 
world’s finest beverage plant. No 
artificial color, no artificial flavor. 
no preservative, no sediment, 0 
bacteria. That, in brief, is the story 
of Hoffman purity. 

“Naturally, Hoffman quality cost 
you a little more per glass. But are 
you willing to accept less in a bev 
erage of perhaps squalid origin whe! 
the little extra you pay for Hoffmat 
brings you so much more in go0e 
taste and health protection?” 

Advertising of this type is & 
pected to run until the emergent) 
conditions now existing are alley! 
ated. Batten, Barton, Durstine & 
Osborn, Ine., is the agency. 


safe 


Miss Heaslip’s Work 
Elizabeth Heaslip, formerly adve™ 
tising manager of Camp Rivalake 
has joined Beebe Advertising Agen: 
New York, where she will be ha 
charge of parents’ appeal copy !! 
schools and camps. 


’ 

Robson’s New Work 
Bill Robson, formerly seript Writ®! 

for KHJ, Los Angeles, has jome® 

Hixon-O'’Donnell-Seymour, Inc.. 


Angeles, in charge of the radio & 


partment, 
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|sults of the survey by Professor | County in Michigan Kansas Club ing ; experience of Karl Koerper, ; 
Bader were the fact that producers | B C did , Si president of the club. 
have done a good job of distribu- | ans Candidate s igns 


‘ : E ° d Sharp hits at typical incidents in Pag 
tion since in the cases of brands| Ingham County, Mich., board of ntertaine the training of advertising men, the 4 
specified, in more than 96 per Ot tee cal ay ———e candidates handling of advertising campaigns, 

: seeking . ie st signs | 
of the cases, dealers had the brands | alas cae ee oe By Ad Class or relations between advertising men 
in stock and rarely attempted to | Such practices will be considered re and superiors or subordinates, devel- aie 
switch, even though customers freely |g misdemeanor in this county, in oped much merriment. Displays in die : 
BUYERS STUDIE accepted advice of the dealer. | which Lansing is situated. It is ela | Kansas City, Mo. May 15.—A the luncheon room showed examples ee § 
Professor Bader also remarked| that trees have been damaged and | clever playlet on advertising, written | er. F 


a. , nd | of assignments to advertising class 
that “the almost universal brand | Workmen injured by the use of nails. ,by Ben H. Henthorn, president of! students, and examples of local and 


consciousness of consumers indicates | a | the Kansas City College of Com-| national advertising executed by for- 
91% of New York Buyers the effectiveness of the control pro-| Seppe Suspends |merce entitled “A Prophet in His | mer students. On the walls were also 
ducers of manufactured goods have | ° — Own Country,” was presented before | lists of former students now mem- 
Ask for Branded Goods secured over consumer markets.” | Buick Advertising the Advertising Club of Kansas City | bers of the club, and of former stu- 
——_—_—_ Advertising of the new car of the | yesterday by students of the adver-|dents now employed by club mem- 

eae Appoints Hutchins cages 4 poems se ler wale ea sem tising classes of the college. bers. The first included Mr. Koerper. e | 

New York, May 17.—A study of Advertising of Booth Bros. PO pagan Mn wo current tabor troubles! The play was an amplification of The advertising classes of the col- - 
prand preferences in Manhattan just| pany, Inc., Rochester, N. Y., has been| The company’s notice said that |4 Story printed in the “Advertising | lege are sponsored by the Advertis- 
completed by a group of marketing| placed with Hutchins Advertising| promotion will be resumed as soon | lub News” of Sept. 29, 1923, based|ing Club, and lecturers are chiefly 


dents in the school of commerce,| Company of that city. as production is again possible. on an incident in the early advertis-| from the club membership. 
yunts, and finance of New York — = Ss : : : 
University under the direction of 
Professor Louis Bader indicates that 


ae fi 
F bn tis 


F 
eousumers in the borough covered 
“almost universally brand con- 7 
scious in grocery food products.” . 
figures developed in the survey : 
ide in 56 representative grocery 


res by 19 mature students further 
licated that private brands are 
important factors in consumers’ 
virehases, but principally where 
prices must be carefully considered 
1y the consumer. It also showed 
that dealers are not completely sold 
1 national brands and that they are 


f important factors in guiding the 
| choice of the consumers. 
t “When dealers guide that choice,” 
the report made by Professor Bader 
p says, “the chances are less than one 
t in three that they will suggest a 
y national brand product. The consum- 
t ers who patronize the independent 
n ‘\’ and ‘B’ stores are more likely to 
i- ask for a national brand than those 
yf who patronize either the chain or ‘C’ 
S- stores.” 
e, Eight Products Studied 
it . 
me Observations were made in 18 
as chain stores, 11 independent stores 
; rated as “A,” 19 independent stores 
: rated as “B” and eight independent 
i stores rated as “C.” They covered 
a nearly 2,500 purchases of more than 
- 1300 customers. The products were 
2 coffee, tea, sugar, bread, canned pine- 
iL apple, peaches, peas, beans and bot- 
tied ketchup. 
Though the ordinary figure for 
Women’s purchases is given as 85 per 
- cent of the total, in this survey, cov- 
on ering a field where women’s purchas- 
wy ing runs very high, the women cus- 
re tomers constituted slighty more than 
per cent of the total. Customers 
t? covered in the survey included 986 
in women, 200 men and 157 children. 
o" Of the total requests for products ee © 
il- mentioned, nearly 64 per cent, of 
1582 een. Meese pre ee - 
id- », were for a particular brand. 
ff. Greatest per cent (68.4) specified a e bf 
ed brand in the “C” stores and small- W O m - -~ — 
est in “A” stores (55.5). 
in. Nearly 62 per cent of the 1,583 
at specifying a brand requested a na- 
of tional brand; the remainder, private ? ‘ irricati : ‘ > Beek S ' ao ’ 
: Mens ar a Soa ie Ee hk te They want power and irrigation, so a Publications. These are the key men we 
the classes of stores, percentages of mighty dam is flung across Boulder Can- talk about in business and industry. These 
as brand requests varied. Highest ask- 
if: ing for national brands was 69.5 per yon. They vision a new era in rail trans- are the men who are intelligently sought 
DY: cent in “B" stores and lowest 54.2 7 Es 7 — — 
he per cent in “C” stores, with requests portation, and soon a stream-lined train out and solicited for subscriptions, by our 
No for national brands in chain stores ae 
“4 ranting BE eat oonk streaks across the landscape. They apply own advertising and by a force of over 
0 In the ‘ase g - . lifica. . , o . . - 
wa ntaaapnee a : _ aot ae sepa a a photo-electric cell and make a machine 200 McGraw-Hill circulation salesmen, 
; - Or od per ce oO e ‘chases, 
de usually suggested a brand operate with almost human intelligence. operating in every State, in Canada, and 
sts aud iii more than 30 per cent of these P , " 
oe cases. dealers suggested a national They develop knee-action wheels. They are in Mexico. 
ev: ivand, the remaining percentage be- ° ° . . 
al as divided desieeaa ade ok the men who design things, build things, 
« c : . . . . 
a and bulk goods ene ai it : , ‘ If you’re selling to business and industry 
= ined a = yee — work things, decide things. y a 7° 
rod om ‘3 per cent of suggestions , ee fe , 4 “ae 
sored By sigs Suu wate tab oat you can’t ignore these men who do things. 
ex ‘ate brands or bulk goods. . ‘ H : 
. goods They are in short, the men who create And you can reach them without waste 
. Dealer's Influence Important i i i 
vi , p industrial buying. effort, in papers which talk their own 
« ners, the report says, usually e 7 ke 
‘cepted the dealers’ suggestions. language, — in the advertising pages of 
is the case of 95 per cent of ‘ . [oe . . . 
t sia stale nlp pots These are the readers of MeGraw-Hill McGraw-Hill Publications. 
Ai ‘ent stores. More resistance 
‘a = clerks’ suggestions was reg- 
” in chain stores, where only 


BBD ccceproct™® °f the suezestions were McGRAW-HILL PUBLISHING COMPANY, Ine. 


istomers finally purchased 2,394 ‘ = ‘“ ; ~ 
4 the report continues. “Of 330 W est 42nd Street, New York, N. y . 
ol per cent were national 


“SUCs. 40° per cent private brands 


iter ind nine = m ‘os . . . . on 
a , fe per cent bulk. Brand pur- American Machinist Construction Methods Engineering and Mining Journal Metal and Mineral Markets 
. “ha national ; ‘ivate conati- Aviation . Electrical Merchandising (Domestic and Export Edition) Power 
Los 4 - nal and private, const) Bus Transportation Electrical West . Engineering News-Record Product Engineering 
de- per cent of all purchases. Business Week = " : Factory Management and Radio Retailing 
Among ihe comments made : Coal Age ; : ; Electrical World Maintenance Textile World 
wales ade on re- Chemical & Metallurgical Engineering Electronics Food Industries Transit Journal 
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Seagram’s to Blackman; 
Starr Is in Charge 


Joseph E. Seagram & Sons, New 
York, have appointed the Blackman 
Company, New York, to direct the 
advertising of their whiskies and 
gins. 

The account executive is Graham 
Starr, recently with Erwin, Wasey 
& Co., where he was account exec- 
utive on the National Distillers ac- 
count. 


Push Ice Cream 
Missouri ice cream manufacturers 
will conduct a three-month campaign 
for Sky Hi ice cream cones. Mur- 
rell Crump, Kansas City, is in 
charge, using newspapers, radio, out- 

door, and window streamers. 


Fairchild Meow 


Fairchild Company has moved its 
Boston advertising and editorial de- 
partments to 6 Park St. 


RETAIL 
SALES 
100% 


Bank reports 
retail sales in 


Reserve 


Akron in excess 
of 100% better 
in March 1934 
compared to 


March, 1933. 
© 


AKRON 
BEACON 
JOURNAL 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO. 210 So. Desplaine St. 


and 34 other cities 


DAUGHTERS OF 
EVE INTRIGUED 
BY HOOVER COPY 


Chicago, May 17.—If it is a ques- 
tion of the first payment on an elec- 
tric cleaner or a new dress—buy the 
dress! That is the startling advice 
offered housewives by the Hoover 
Company, manufacturer of cleaners, 
in one of its current advertisements. 

The entire spring series manifests 
an unusual, but profitable sympathy 
with the housewife and her problems. 
Several of the advertisements, ad- 
dressed to mixed company, pointed 
out to Friend Husband that perhaps 
he isn’t quite as generous as he has 
pictured himself and that perhaps 
the new deal might justly be ex- 
tended to the littke woman whom he 
promised to cherish eternally. 

The advertisement in which the 
company made its gesture of renun- 
ciation appeared in Good Housekeep- 
ing. It showed a_ puzzled _ bride, 
searching for the answer to the ques- 
tion, “Do I need an electric cleaner 
more than I need a new dress?” 

The Hoover Company’s advice was: 

“Lady, we hope you can have them 
both! If $4.50 down payment is go- 
ing to keep you from getting a new 
dress, get the new dress. We know 
women...women’s friends and next- 
door neighbors. But if you can put 
a new dress in your clothes closet 
and a new cleaner in your cleaning 
closet, isn’t it so much the better?” 


Copy Toned to Audience 


After presenting the arguments 
for the new Hoover lightweight, the 
copy concluded, “Lady, get out that 
scratch pad. See if you can’t eat your 
cake and have your Hoover too.” 

Each piece of copy in the spring 
campaign was written for the audi- 
ence it reaches. A bleed page in the 
Saturday Evening Post related some 
of the secret thoughts of housewives, 
thus disturbing the complacency of 
at least one head of the house, who, 
however, was assured, “You're a 
great guy.” 

Though direct results are hard to 
trace, D. K. Colvin, advertising man- 
ager of Hoover, believes that this 
copy, written from the viewpoint of 
the wife to whom existence is a con- 
tinuous financial problem, has built 
good will and both present and fu- 
ture orders. Erwin, Wasey & Co. 
handle the account. 


Mondette Gets 
Distribution 


With Samples 


New York, May 17.—In order to 
establish their distributing channels 
quickly, Mondette & Co., Bordeaux 
and New York, are placing samples 
with 4,000 dealers in the New York 
area to acquaint them with their 
Sauterne wines. 

In adopting this method, which is 
part of a promotional plan similar in 
structure to that employed in real 
estate selling, the company expects 
to get the desired distribution within 
60 days. Other markets will be de- 
veloped late in the same way. 

The Sauterne will be handled in 
New York through Henry Kelly & 
Sons. The contract between the dis- 
tributor and wine house provides 
that the latter shall spend 75 cents 
on advertising for every case sold. 

The product to be advertised un- 
dergoes a different routine from that 
of most other wine imports. Mon- 
dette’s American “cellars” will be in 
air-condition upper floors of their 
ten-story building on Varick St. 
Blending will be done in that build- 
ing whereas most other imported 
wines, an executive stated, are 
blended before being exported from 
their native land. 


Henneberry Passes 
William P. Henneberry, retired 
printer and book publisher, died May 
11 at his home in Chicago. He was 


PRESENTS A POSER FOR THE HOUSEWIFE 
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CLEANER MORE THAN I NEED A NEW DRESS? 


wrrmie é 


venue rugs Let's be 


re that. 


AS if BEATS 
ac ir 


dl gasping, over 


mh. tight mow 


matter teow — ewerpin 


CLEANER 


Unusual copy which tells the housewife to "get the new dress,’’ rather 


than a Hoover, if she can't get both. 


Merritt Urges 


Plan to Help 
Capital Goods 


New York, May 17.—Carroll B. 
Merritt, of Charles Scribner’s Sons, 
magazine and book publishers, has 
presented to officials of the national 


administration in Washington, a plan 


for the stimulation of building which 
he believes would do much to imme- 
diately accelerate the progress of the 
capital goods industries. 

In brief, the plan consists of au- 
thorizing the Federal Reserve Sys- 
tem to discount real estate mort- 
gages held by banks and trust com- 
panies which are members of the 
system on the basis of 45 per cent 
of their face value, the money so 
loaned to the member banks, to be 
reloaned by them exclusively for 
new building projects. Only mort- 
gages held by banks and trust com- 
panies on which interest and taxes 
are paid, would be eligible for dis- 
count at the Federal Reserve. 

It is proposed that the bank dis- 
counting its sound mortgages with 
the Federal Reserve, be compelled 
to repay the Federal Reserve System 


il 


in not less than eight years, and that 
the home-owner amortize the mort- 
gage with the bank or trust company 
in not less than twenty years through 
the payment of eighty quarterly in- 
stalments. 

Authorities who have studied the 
question of providing capital for 
building purposes are reported much 
impressed with the simplicity of Mr. 
Merritt’s proposal. Congressional ac- 
tion to extend the authority of the 
Federal Reserve into the field of 
mortgage discount operations would 
be needed to make the plan effec- 
tive. 

Liquidation Important 


Mr. Merritt, in presenting his plan 
to Washington officials, pointed out 
that practically all banks and trust 


companies are still anxious to main- 
tain a high degree of liquidity with 


the result that there is little or no 
mortgage money available. His plan 
of discounting sound mortgages now 
held by banks and trust companies, 


would make liquid a stupendous sum 


of money which is now frozen and it 


would not necessitate the setting up 
lending | 


of any new government 
agency or other federal machinery. 


| they would not have over-borrowed 
,and over-built and the federal goy- 
| ernment, through the Home Owners 
Loan Corporation, would not now be 
|in the position of having to save so 
|/many bad situations. The Merritt 
'plan provides a continuing available 
‘fund for needed building projects. 


60 CITIES WILL 
SEE EXHIBIT OF 
GENERAL MOTORS 


Detroit, Mich., May 17.—A nation. 
wide newspaper, radio and outdoor 
campaign will be launched shortly 
to announce General Motors’ na- 
tional exhibition which will be stageq 
throughout the country the week of 
June 2-9 inclusive. 

According to the program, 60 ex. 
hibits, each a complete showing 
|housed under a single roof, wil! be 
shown in the 60 leading cities of the 
United States. 

During the week prior to the open- 
ing date of the exhibits, newspapers, 
|spot radio announcements and out- 
|door boards will urge the public to 
be sure to attend the exhibition and 
become reacquainted with General 
| Motors’ products in the event they 
have already seen them; or in the 
event they have not seen them, to 
come and get acquainted, for, in- 
cluded among the latest models of 
the General Motors cars will be the 
new lines which have been but re- 
cently introduced. 

The radio program will consist of 
three one-minute announcements 
each day for the week preceding the 
opening date. 


Ties Up With Fair 


This same period, June 2-9, has 
also been dedicated to General Mo- 
tors at the Century of Progress ex- 
position at Chicago. 

Coming during the biggest spring 
selling season in recent years, the 
exhibit will, it is expected, serve to 
prolong automobile selling and man- 
ufacturing and hence, employment 
beyond the usual peak in the auto- 
motive industry. 

Among other General Motors’ prod- 
ucts to be shown will be some of the 
latest developments designed to 
make life more livable and more 
|comfortable apart from transporta- 
tion alone. These appliances will be 
exhibited by Frigidaire and Delco 
Appliance divisions. 

United Motors Service will be in- 
cluded in the list of exhibitors with 
an interesting display of accessories. 
Trucks of various types, uses and 
capacities, built by General Motors 
Truck Company and Chevrolet, will 
be shown in many of the cities. 

Nor has the entertainment feature 
been forgotten. Music by well-know) 
orchestras will be provided in each 
city, as well as other forms of el 


Mr. Merritt declares that if in the|tertainment which have formed @ 
years past, borrowers had been made | part of General Motors exhibits 1 


to liquidate their principal amount, 


| past years. 


ELECTROTYPES 

NICKELTYPES 

STEREOTYPES 
MATRICES 


You CAN get 
something for nothing! 


Try P.& A. for proof conclusive. You will find value; you will 
find keenly cooperating service. And you will find — perhaps for 
the first time — an element of interest in your order that is genuinely 
something for nothing. 

For thirty-three years, it has been a P. & A. policy to make “old” 
customers feel “new” — and first-time customers feel they have 
known us for years. Every order, large or small, is respected here — 
every customer given the best in the shop. They tell us this ac- 
counts for the extremely low “mortality” among P.& A. customers. 


Partridge & Anderson Compary 


CHICAGO 


87 vears old. 
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BOSTON AGENCY 
BROADCASTS TO 


MRS. CONSUMER 


Unique Forum on Advertising 
ls Launched 


Roston, Mass., May 17.—What is 
yelieved to be the first attempt ever 
made by an advertising agency to 
talk about advertising directly with 
eonsumers was launched here last 
Thursday by Harold Cabot & Co., 
Inc. when that agency inaugurated 
a ‘consumers’ forum” over Station 
WSO, in an effort to discover the 
reactions of New England women to 
advertising of all types and forms. 

The forum will be conducted twice 
a week, on Thursdays and Fridays, 
for five weeks, according to present 
plans. Leon P. Dutch, well known 
merchandising man, conducts the 
torum. 

“So far as I know, this series of 
broadcasts represents the first at- 
tempt of its kind over the air by 
any advertising agency, although 
there have been motions made in 
this direction by various other agen- 
cies through their own or outside 
research organizations,” T. Nichols, 
vice-president of Harold Cabot & 
Co., explained to ADVERTISING AGE, 

“It may be described as a sincere 
attempt on our part to discover the 
likes and dislikes of New England 
women regarding advertising in all 
its forms. We are sponsoring the 
broadcasts, with the conviction that 
the average consumer is thoroughly 
tired of advertising of a certain type 
and really wants a better article. 


Asks for Examples 


“| can say frankly that our aim is 
constructive, and that the idea is not 
to take cracks at unscrupulous or 
untruthful advertising. It is simply 
a fact-finding job to find out what 
these women like to read and don’t 


like to read in the way of advertise- 
ments. 


“Mr. Dutch is requesting listeners 
in each broadeast to clip two adver- 
tisements—one they like and one 

don’t like—and send them in 
with their comments. Some mail has 


ilready come in, but it is too early 

tell whether we have suc- 
ceeded in putting a real hook in this 
program or not.” 

\nnouncement of the program was 
made in a 830-line advertisement in 
the Boston Evening Transcript the 
night before the first broadcast. “Mr. 
Dutch will discuss advertising and 
sales methods in direct relation to 
the consumer,” the announcement 
sald. “He will talk about good and 
dad advertising as they affect the 
Man or woman who buys. He will 
cover every side of the buying and 


selling picture in a genuinely help- 
{ul and constructive series of talks.” 
Some 


idea of the form which the 
takes may be gleaned from 
introductory remarks of Mr. 
Dutel to his audience, in which he 
pointe ! out the series would consist 
ot “tra k talks with you about ad- 
Yerlising and selling methods used 
tanufaeturers and merchants 
who want to exchange their mer- 
thandise for your dollars. I want 
hee to teel that you are going to be 
‘old the truth about every phase of 
merchandising and advertis- 
as well as the tricks practiced 
rupulous merchants and man- 


program 


the 


by 


“rers, Every card will be ex- 

wseG~ lace up for your inspection.” 
Fair Attitude Urged 

Ex 


. “Xplaining his company’s interest 
program, and pointing out the 
“SePUcism about advertising which 
‘as developed among consumers and 
to much legislative excite- 
Washington, Mr. Dutch de- 
iat the consumer holds the 
in advertising. 
Pike ts your opportunity,” he de- 
a a — of real service to hon- 
think inate and to protect the un- 
: “5 Consumer against exploita- 


lon +} 
iO) , 


‘rough advertising. While this 


has led 
ment i 

Clared t 
reins 


morning I am focussing your atten- 
tion on the bad in advertising, you 
will find, as the forum proceeds 
through the series, that the great 
rank and file of advertisers are hon- 
est and are rendering you and me a 
real service. 

“When you send in copies of ad- 
vertisements for discussion, include 
those which in your opinion deserve 
a place on our roll of honor. For 
you will find that, as in all walks of 
life, the great majority of men who 
write advertising are honest. 

“So, in our examination of adver- 
tising, let us play fair—criticize the 
offenders to your heart’s content, but 
let us at the same time be construc- 
tive in our support of those advertis- 
ers in whom we can place faith be- 
cause of their clean methods.” 


Label, Bottle 
Help Buyer to 
Decide on Gin 


New York, May 17.—Label and 
package just developed for Golden 
Arrow gin by the North American 
Continental Corporation are _ both 
especially designed to permit the 
prospective buyer to view the con- 
tents. Both were designed by Wil- 
liam Alexander Troy, art director 
and stage designer. 

The bottle was molded to give 
greatest possible display area and 
show the quantity contained to the 
best advantage. Greatest difference 


from old-fashioned labels, which cov- 
ered the entire bottle, is in the fact 
that the new one is placed at the 


NACCO Indian head, identifying the 
company’s products, occupies a rela- 
tively small space in the center. 
The large label is in black, pale 
gold, red and white and by changing 


Scotch” can be made further to es- 


dered in full color and store-tested. 


company plans to advertise the gin, 
employing the theme “the new type 


Pointing out that government regu- 
lations forbid featuring multiple dis- 


tillations, an executive of the Joseph 
Katz Company, which has the ac- 
count, says that the Golden Arrow 
gin campaign may be the first to em- 
ploy a definite theme. 


Nattemer Publishes 
Meat Packing Paper 


E. B. Nattemer is editor and pub- 
lisher of Meat, a new monthly for 
meat packers. The first issue will 
soon be mailed to 7,000 plant exec: 
utives. 

Headquarters are at 205 W. Wacker 
Drive, Chicago, with an office in the 
Victor Bldg., Washington. ‘The staff 
includes Curran deBruler, managing 
editor; F. S. Brandenburg, vice- 
president; Kenneth H. White, secre- 
tary and business manager; and Jack 
Bain, eastern manager. 


il 


A Copy of the 


reques t..t0 


cTf 7. 


COMPLETE SURVEY 
may be had by 


addressing your 


MIDAS CRITERION 


400 W. Madison Street. . . . . CHICAGO 
480 Lexington Avenue. . . NEW YORK CITY 
1295 Starks Bldg. . . . «. ~. « LOUISVILLE 
109 New Montgomery S$ . SAN FRANCISCO 
1312 Ingraham Street . . . . LOS ANGELES 


MIDAS CRITERION - 


Cd { Pall 


“of WINE _ 
eee ee 
and LIQUOR 
Ue a: Sey 


¢ INSURE 


the success of your advertising — 
to the wine and liquor field. 
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APRIL LINEAGE 


IN NEWSPAPERS 


INCREASES 167 


New York, May 17.—Total lineage 
carried in the newspapers of 77 im- 
portant cities in April, 1934, exceeded 
the total carried by the newspapers 
in the same cities in April, 1933, by 
21,276,773 lines, ADVERTISING AGE’S 
analysis of the monthly lineage fig- 
ures tabulated by Media Records, 
Inc., shows. 

This is an increase of 16.6 per cent, 
and exceeds the gain registered dur- 
ing any month within the past sev- 
eral years except for March, 1934, 
when, because of the bank holiday 
the previous year, comparative fig- 
ures showed an increase of more 
than 30 per cent. 

Automotive lineage, out in front 
in comparative gains for several 
months, continued to lead the pro- 
cession during April, with an_ in- 
crease over the same month last year 
of better than 73 per cent, while at 
the other end of the scale was classi- 
tied advertising, whose increase was 
only 2.8 per cent over last year. All 
classifications registered gains dur- 
ing the month. 


Comparative Gains Shown 


The comparative totals for each 
classification set up by Media Rec- 
ords for all of the papers in the 77 
cities covered are as follows: 

Retail: 1934, 83,415,876; 1933, 74,- 
619,446; up 11.8 per cent. General: 
1934, 28,157,744; 1933, 21,561,937; up 
30.6 per cent. Automotive: 1934, 11,- 
075,608; 1933, 6,393,001; up 73.2 per 
cent. Financial: 1934, 2,764,396; 
1933, 2,212,768; up 24.9 per cent. 
Classified: 1934, 21,991,447; 1933, 21,- 
395,255; up 2.8 per cent. Total: 193 
149,433,482; 19338, 128,156,709; up 16.6 
per cent. 

Detailed figures for each of the 
cities covered appears in the tabula- 
tion in the adjoining columns. 


Print 100,000 
Copies of New 
Schlitz Book 


Milwaukee, Wis., May 17.—The fa- 
miliar salutation, ‘“Here’s How,” has 
been used as the title for a three- 
color, 82-page booklet for which the 
Schlitz Brewing Company expects a 
minimum distribution of 100,000, A 
special campaign of color pages is 
being placed in the American 
Weekly to get distribution. 

The offer of the booklet is being 
tied up with a premium, a set of six 
coasters, both being sent for ten 
cents. About 6,000 coupons were re- 
turned the first week, indicating an 
ultimate total of about 10,000 from 
the initial advertisement. 

The booklet itself represents a tre- 
mendous amount of research and 
beer lovers will be impressed with 
the fact that many of the recommen- 
dations of Schlitz clash with those 
of other brewers. Schlitz, for in- 
stance, recommends that beer’ be 
served at a temperature of 40 de- 
grees. It also urges that beer be 
served in glasses which have just 
been rinsed. A dry glass, the booklet 
asserts, causes air bubbles to form, 
killing the head and making the beer 
flat. 

The booklet contains a number of 
recipes, the appropriate ones being 
made quickly available by the use of 
a die-stamped index. 

Stack-Goble Advertising Agency, 
Chicago, produced the booklet and is 
placing corollary advertising. 

Summer Drive Begins 

Gantner & Mattern, San Francisco 
makers of knit goods, have begun 
their third year of national advertis- 
ing, handled by Emil Brisacher & 


Staff. Copy is appearing in Cosmo- 


politan, Esquire, Harper's Bazaar, 
News-Week, Open Road for Boys, 
Time, True Story, and the Faweett 
Group. 
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The trend of total and general advertising in newspapers in 52 cities 
from January, 1928, through April, 1934, is shown in these charts, 


prepared by Media Records, Inc. 
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ee ~ 3934 2,497,865 699,084 284,059 43,428 619,584 4,222,731 
*Washington 1933 2,072,805 461,110 124,805 31,764 689,611 160,4- 
Diff + 475,060 + 937.974 + 159.954 + 11,664 70,027 f 
< ~-* $934 1,748,073 393,717 } ~ $24,682 3,02 
Westchester 1933 1,673,212 049 302,914 63! 
Lift + 69,86] + 82.668 1,768 Je 
Sens ee eee ee 64,844 = 1,54 
PELCMIGA 50s ces 1% OS1,776 242,033 97,481 ) 
Diff 137,739 34,207 32,637 184.5 
ie 1934 —_ is 47,359 133,511 17 
Wilkes-Barre .1933 1,116 . 
Diff 757 { 
118,169 29,956 : 
Worcester 750,845 11,635 1,266,4 
167,324 18,321 ie 
4 } 903.518 56,136 ; 1 
Youngstown ..1933 47.071 11,358 845 
Diff 1 16,497 24,778 11, 
1934 83,41 ~ 28, 11,075,608 2,764,396 433,4%- 
POtAl —kricces 1933 74,61 21 6,393,001 2,912,768 28,15¢ 
Diff 8,7! ( 4,682,607 + 551,628 +596.192 + 21,2%8 
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Joins Agency | Club Entertains Students 
D. Chalkley, for sev-| The Philadelphia Club of Adve 
advertising and prod-| tising Women gave a dinner [or a 
executive of Bristol-| members of its 193 advertisile 


ssc” A er des © wWita ie we 
Myers Company, has joined Benton | course Tuesday, May 15. This }§ t! 


& Bowles, Ince 
tor of research. 


7 bd ° | 7 . “se 
. New York, as direc-| seventh consecutive year the cou! 


/ has been offered. 


ee cea 
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ai at 
ee 
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HUMAN SIDE OF 
RESEARCH TOLD 
BY H.G. WEAVER 


15.—"There’s 
little give in 
rtising today’—and the critic 
»warded $500 for his contribu- 
to the customer research depart- 
+ of General Motors Corporation. | 
criticism, according to H. G. 
Weaver, chief of the research staff, 
addressed the Adcraft Club of 
oit last Friday on “The Human 
side of Customer Research,” is char- | 
ristic, and one of the thousands | 
steps “which is leading toward | 
development of a greater meas- | 
of human understanding.” 
sending out questionnaires, mak- 
personal calls and compiling a 
lot of dull statistics are mere inci- 
is.” he stated. “Human under- 
standing is the important thing.” 
inder Mr. Weaver's” direction, 
General Motors has sent out 1,500,000 
tionnaires to discover what the 
motoring public desires in the way 
of automobiles, and how their past 
experiences in buying and using mo- 
cars will influence their next pur- 
chast More than 300,000 replies 
ve been received to date, indicat- 


Mich., 
get and 


May 


too 


troit, 


iuch 


Y tne 


torist who received the questionnaire 
answered each query 
unsolicited comments 
clarify his 


not only 
also included 
and suggestions to 
inswers, 
“Some of these,” Mr. 
stated 
definitely reflected in the newest 
models of the General Motors prod- 
uct 


A Study in Psychology 


“Human interest is dynamic rather | 
Mr. Weaver continued, | 


than static,” 
‘and some of our old rules for gaug- 


ing human behavior and anticipating | 
human reactions need to be revised.” | 


illustrate his point, Mr. Weaver 
cited one example which incidentally, 
he said, provides an interesting study 
of human psychology. 


1 ihe 


were selected from a list 

who had previously answer- 
iestionnaires. These names were 
shuffled and divided into two 
piles of 100 each. “To the first 100,” 
e stated, “we sent a 
questionnaire, saying: ‘You have al- 
ready filled out a questionnaire simi- 
lar to this, but we are very anxious 


public s 


ea q 


Then 


eet your reactions recorded on 
this new form. We are enclosing a 


stamped, self-addressed envelope for 
our convenience, ete.’ 

“To the other group of 100 names, 
of the same class of people, we sent 
ne questionnaire with a letter 


Stati ‘You have already filled out 

ohe of our questionnaires so we 

wouldn't think of asking you _ to 

other with another one. We felt 

1 might be interested in see- 

he t revised edition. We have not 
‘iclosed a return envelope.’ 

From the first group we received | 

‘l answers and from the second, 


definitely implied that we | 


‘d hot desire a reply, we received 
- al vers.” 


KFRC Alters Staff 


The sales organization of KFRC, 
S Francisco, has been rearranged, 
“ith Hassel W. Smith named na- 
ie (dvertising manager in charge 
* feneral sales. Amory Eckley has 

en ppointed retail advertising 

” ‘Ser, and M. W. Shelton is assis- 


sales 


promotion 
‘ree of market 


manager in 
research, 


Not Aid Architects 


ent story in ADVERTISING AGE 


‘hing the new Tums building in 


Min Stated that Irwin L. Mahl, 
; Ing manager, made sugges- 
snap the architects. Mr. Mahl 
+, tt he had nothing to do with 
dre eins up of plans, “I am an 
v<'SIng man, not an architect,” 


t 1 


Vers 


desire on the part of motor- | 
ists to express their own viewpoints. | 
In almost every instance, the mo- 


but | 


Weaver | 
“were obviously of no value | 
the effects of others are very | 


names of 200 people, repre- | 
. . | 
selling a cross-section of the motor- 


letter and a| 


Geo. C. Rohrs Joins 
New York Agency 


George C. Rohrs, widely Known in 


the food and beverage fields, has 
joined Hommann, Tarcher & Shel- 
don, Inc., New York agency, in an 


executive capacity. 

Mr. Rohrs formerly held positions 
as vice-president of General Foods 
Corporation, Hellman Division; gen- 
eral sales manager, Atlantic Coast 
Fisheries, and sales counselor for Fi- 
delio Brewery and Hoffman Beverage 
Company. Prior to associations in 
the food field, he was connected with 
the Curtis Publishing Company and 
Literary Digest. 


Kihm with Doremus 
Formerly advertising manager for 
the Anglo California National Bank, 
Frank Kihm has joined the San 
Francisco office of Doremus & Co, as 
an account executive. 


Ricstel to A. A. A. A. 


Needham & Grohmann, Inc., New 
York, have been elected to member- 
ship in the American Association of 
Advertising Agencies. 


Tower in Move 
To Glorify the 
Retail Salesman 


New York, May 17.—The retail 


revealed by Ben 
executive in 


plans as 
Butler, Tower 


present 
Irvin 


|charge, the excitement will be over 


| ters 


sales clerk, the forgotten man of the | 


merchandising world, will be lifted 
from his obscurity by Tower Maga- 
| zines. 

The way to fame will be pointed 


out to him in June issues of the 
| Tower publications, Home, Serenade, 
New Movie, Tower Radio and Mys- 


tery, all of which will carry spreads 


and several smaller advertisements 
announcing contests for consumers 
and sales people combined with a 
|popularity contest for the latter 
| group. 

| The first contests will be limited 


{to drug sales persons. The following 
|month the grocery clerks will come 


° > . ° | 
|in for attention and the third month 


the department store clerks will 


|have their turn. 


Then, according to 


11. CIRCULATION BY STATES based on the 


learns a gold badge. 


until the contests repeated 12 
months hence. 

Consumers will write 50-word let- 
naming the most helpful drug 
clerk who has ever served them and 
describing the incident. The best let- 
ter will entitle the writer to $250, 
and there are 81 additional cash 
prizes totalling $750. Those consum- 
ers who do not to compete in 
the letter contest will be urged to 
fill out a ballot naming their favorite 
clerk and mail it to the publishing 
firm. 


are 


care 


Will Be Given N. Y. Trip 


Receipt of five votes bearing his 
name entitles the clerk to member- 
ship in the 1934 Tower Retail Sales 
Honor Roll and a bronze badge. A 
silver badge will be given the holder | 
of ten votes, while a score of 25 | 


All those gaining a place on the 
honor roll will be eligible to com- 
pete for a free trip to New York by | 


writing a 50-word letter on “What 
Constitutes Friendly, Helpful Serv- 
ice.” The authors of the ten best 


letters, regardless of number of pop- 
ularity votes held, will be given the 
free vacation trips. The 30 winners 
of this award, ten from each field, 
will be feted at one time at the con- 
clusion of the three months’ contest. 

Some national advertisers who re- 
ceived preliminary announcements 
this week expressed great interest in 
the move to glorify the retail sales 
clerk and took under consideration 
the possibility of participating in the 
sponsorship. 


Elected to Board 


J. F. Bowman, who has been vice- 
president in charge of sales for the 
Federal Motor Truck Company, has 
been elected to the board of directors 
of the company, 


Two Move Offices 


Offices of Heating, Piping and Air 
Artisan 


Conditioning and American 
have been moved to 6 N. 
Ave., Chicago. 


Michigan 


y 


December, 1933ssue (total net paid including bulk 


NOTE—Total Circulation of this issue was 6.24% greater than the average total circulation for the period. 


| STATE P,P eo TOTAL STATE re. ae vai, ™ wed TOTAL) 
| eee es 49 Minnesota ......... 162 
| New Hampshire ... 24 bee iid e ecrkn 150 
| ee 12 eee 216 
Massachusetts ..... 385 North Dakota ..... 9 
| Rhode Island ...... 42 South Dakota ..... 25 | 
| Connecticut ....... 155 BOGRTOSER ........:. 47 
| New England 667 eer ere 81 | 
West No. Central 
New York 1520 —_—— et 
BG Gree teckel 
—~__ | 


| 
| 


| 


stand the process 


produce. 


Chemicals . . . Dyes 
Alcohol . . 
Glass. . 
Brick . . 
Coke . . 


. Ceramics 
. Clay products 


Drugs . . . Medicines, Cosmetics 
Explosives 
Fertilizers . . . Insecticides 
Gelatin . . . Glue 
| Leather . . . Artificial leather 
| Lime . . . Cement 
| Animal . . . Vegetable oils 
| Paint . . . Varnish 
Paper .. . Pulp 
Petroleum Products 
| Rayon . . . Plastics 
Rubber goods 
Soap 


Linoleum . . . Oil cloth 


The easiest way to under- 
indus- 
tries is to know what they 


. Distilled liquors 


. Manufactured gas 


Do your salesmen follow changes 
like these 1n buying personnel? 


In 1933 over 22% of Chem & Met’s subscribers moved to new positions within the 
process industries or moved to other industries. 
department notified us to re-route their copies of Chem & Met accordingly. Did 


Either they or the post office 


your sales department make such changes in the prospect list? Did your advertising 


department correct the mailing list? 


A by-product of a recent survey was the revelation that half of those responding to 
our questionnaire reported changes of responsibility within their organizations— 


promotions for the greater part. But, like the others who moved to other locations, 


they were still reading their Chem & Met. Are your salesmen and your direct mail 


still calling on them now that they are more important buyers than ever? 


Circulation figures, as important as they are, do not, cannot measure reader interest. 
The alert advertising man wants to know what subscribers do with a publication. 
When it follows subscribers from job to job as Chem & Met does he can be pretty 
certain that it is used as advertisers hope it is used. 


Published by McGraw-Hill at 330 West 42nd St., New York 


“CHEM « MET” 


CHEMICAL & METALLURGICAL ENGINEERING 
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May 19, 1934 


April Lineage 
In Farm Papers 
Up 56 Per Cent 


Chicago, May 17.—Despite the fact 
that all but a few of the bi-weeklies, 
as well as several of the weeklies, 
had one more edition during April, 
1933, than they had during April, 
1934, the lineage of the 44 farm pub- 
lications measured in both months 
rose sharply in 1934, as compared 
with the same month last year, Na- 
tional Advertising Records reports. 

A total of 737,100 lines of advertis- 
ing, exclusive of baby chicks, live- 
stock and classified, was carried by 
these publications in April, compared 
with 471,006 carried by the same pub- 
lications a year ago. 

This is an increase over last year 
of 266,094 lines, or 56.5 per cent, and 
compares most favorably with the 64 
per cent increase reported for month- 
lies and bi-monthlies in March, and 
the 55 per cent increase for the en- 
tire list reported in February. 

Detailed figures for the individual 
publications measured are shown in 
the adjoining columns. 


Gannett Adds Daily 


The Saratogian, Saratoga Springs, 
N. Y., has been bought by Frank E. 
Gannett, making the eighteenth pa- 
per in the Gannett chain. 


Agency Changes Name 


Guggenheim-Transom Advertising, 
San Francisco, has changed its name 
to Guggenheim Advertising Agency. 


MOVIE 
CARTOONS 
GET YOUR 

SALES STORY 
ACROSS 


ODAY, Animated Cartoons 
have the most powerful ap- 
peal in pictures. Now you can 
use this method to give action, 
interest and appeal to your busi- 
ness story. Sales films are port- 
able—easy to show in any office. 
In business over 20 years, we 
have built successful movies for 
America’s leading industries. 
Consult us. Learn the facts. 
Write or phone for a demonstra- 
tion of movies with successful 
sales record. 


THE PATHESCOPE 


COMPANY OF AMERICA 
23 West Telephone: 


SOUND, SILENT, SLIDE FILMS 


Monthlies 1934 1933 
Country Gentleman.... 33,594 23,239 
Progressive Farmer and 
Southern Ruralist: 
Carolina-Virginia 
GIN 5scadnae nas 21,618 7,958 


Georgia-Alabama Edi- 
re 
Kentucky - Tennessee 


19,632 6,834 


SEEEEO in ncnvens 18,919 7,605 
Mississippi Valley 
PEOIEOOD ascsdereerecs 18,823 6,883 
Texas Edition....... 17,811 7,625 
All WAitions ....iso<> 15,421 6,547 


19,360 7,3 
20,312 12,899 
19,075 10,557 
14,621 4,841 
12,697 9,33 


Average 5 Editions.. 
Capper's Farmer....... 
Successful Farming.... 
Southern Agriculturist. 
Country HOme....ces. 


Southern Planter...... 9,295 3,598 
California Citrograph.. 8,785 6,704 
Western Farm Life.... 7,878 4,540 
Farm Journal......... 7,296 4.614 


Wyoming Stockman- 


Farmer 5,001 2,373 


OOS. Sac carewss 500%008% BOGS scsee 
Poultry Tribune ....... SSre. <seau 
Bureau Farmer ....... 2,017 2,254 
Breeder's Gazette...Not Rec'd 3,136 


Semi-Monthlies 


Farm & Ranch......... 19,501 9,145 
Oklahoma Farmer- 
BEGCKINGR: 5 occ cee swans 18,797 8,468 


Hoard’s Dairyman..... 
Kansas Farmer (Mail & 
Breeze) 


Missouri Ruralist ..... 12,027 5,374 
Montana Farmer ...... 11,694 4,986 
Arizona Producer...... 11,249 7,163 
Team PRSMer ioc ene es 8,505 2,946 
Missouri Farmer ...... 5,426 4,510 
Arkansas Farmer ..... 4,500 1,556 
Bi-Weeklies 
Wallace’s Farmer and 

Iowa Homestead..... 20,937 15,503 
California Cultivator... 16,888 15,089 
Nebraska Farmer...... 16,803 13,874 


National Advertising Records, 
pany, Inc. 


APRIL ADVERTISING LINEAGE IN FARM PAPERS 


(Exclusive of Baby Chicks, Livestock and Classified) 


Published by The Advertising 


1934 1933 
Zone Advertising.... 4,227  ..... 
*Washington Farmer... 14,972 6,607 
American Agriculturist 14,244 12,476 
Local Zone Advertis’g 4,154 8,976 
Farmer and Farm, Stock 
and Home: 
Minnesota Edition... 13,888 11,853 
Dakota-Montana Edi- 
COG cas peas vee ones 11,168 8,352 
Local Edition ....... SS68. savas 
Prairie Farmer: 
Illinois Edition ..... 13,612 10,101 
Indiana Edition ..... 8,572 8,170 
Pennsylvania Farmer.. 13,530 10,800 
New England Home- 
renee 13,421 13,004 
*Oregon Farmer ...... 13,114 5,852 
*Idaho Farmer ........ 12,565 5,390 


Wisconsin Agriculturist 
& Farmer 


*Dakota Farmer 9,578 6,661 | 
Ohio Parmer ..6.ssso00 9,359 8,050 
Michigan Farmer ..... 8,541 7,986 | 


*Indiana Farmer's Guide 


Weeklies | 
+Pacific Rural Press... 25,911 20,576 
Weekly Kansas’ City 
Star: 
Missouri Edition..... 18,311 14,176 
Arkansas - Oklahoma | 
DESO sss csaw eens 16,983 14,232 
Kansas Edition...... 16,505 14,211 
+Rural New Yorker.... 15,057 13,707 
tCapper’s Weekly...... 8,174 4,578 
Semi-Weekly Farm 
News: 
Tuesday Edition..... 5,022 5,585 
Friday Edition ...... 2,972 1,976 
Dairymen’'s League 
eae er ee ee eee 4,256 2,140 
*Two issues in April in both 1933 
and 1934. All other bi-weeklies had 
two issues in April, 1934, and three 


issues in April, 1933. 

+Four issues in April, 1934, and five 
issues in April, 1933. All other week- 
lies had four issues in both months. 


Record Com- 


“Cosmopolitan” Shows 
Gains in Unique Way 


John R. Buckley, business man- 
ager, Cosmopolitan, has developed an 
unusual method of impressing pros- 
pects with lineage gains made in re- 
cent months by that publication 
through the use of large blue seals 
carrying the words “More Space” and 
“New” which are pasted on advertise- 


ments in the magazine which fall 
into one or the other of these 
classes. 


Cosmopclitan salesmen carry copies 
with the advertisements marked in 
this fashion as “standard equip- 
ment,” the attention-compelling stick- 
ers attracting much attention as the 
pages are turned, 


Santa Barbara Group 
Names Lord & Thomas 


The Los Angeles office of Lord & 
Thomas has been appointed to handle 
the community advertising campaign 
of Santa Barbara Associates, a newly 
formed, non-profit organization of the 
city’s business leaders. 

Officers of the civic group are 
Henry Kinsell, chairman; Frank Mi- 
ratti, Jr., vice-chairman; W. D. Her- 
ron, secretary-manager of the cham- 
ber of commerce, secretary; and Ken- 
neth Watters, treasurer. 


Conducts Exposition 


The Boston Post held a “home 
beautiful” exposition this week at 
Mechanics Hall, featuring exhibits of 
advertisers in a special Sunday sec- 


tion. 


That ROCK PRODUCTS' May issue carries 
78°/, more display advertising than the nearest 
paper is not news but it is noteworthy. 


Ask for Industry Survey 
Rock Products . . . 330 S. Wells St. . . . Chicago, U. S. A. 


Rock Products 


carries 78% more 

display advertising, 
than the nearest 

competitive paper 


April Honors 
For Promotion 
Go to Dailies 


Chicago, May 15. — Newspapers 
took the lead in promotional activity 
in the advertising field in April, 
passing magazines for the first time 
this year, according to a tabulation 
of lineage in the six general adver- 
tising publications. The total was 
210,378 lines, compared with 209,198 
lines in March. 

The newspapers, which crowded 
the magazines closely in March, went 
to the front with a total of 68,404 
lines, 32.5 per cent of the total. Mag- 
azines accounted for 60,067 lines, or 
28.5 per cent, just about the propor- 
tion they carried in March. 

Other classifications were as fol- 
lows: business papers, 19,096 lines; 
advertising production, 12,348; ad- 
vertising agencies, 10,150; paper 
manufacturers, 7504; outdoor adver- 
tising, 6860; radio, 2982; farm pa- 
pers, 2016; signs and displays, 1372. 

The tabulation is based on the line- 
age figures of the following publica- 
tions: 


Lines 
Advertising Age (w.)......... 79,534 
Advertising & Selling (b.w.)..31,458 
PvUNtera ZAR CW caks eccawes 43,736 
Printers’ Ink Monthly........ 11,928 
Sales Management (b.w.)..... 22,876 
Bee CM eB Sa cca.n a ieten sictes eet 20,846 


Philadelphia Bank 
Places Unusual Copy 


A new and intimate type of bank 
advertising, that of Philadelphia Sav- 
ing Fund Society, is appearing in 
Philadelphia newspapers in a _ stag- 
gered schedule to be continued 
throughout the year. 

Each piece of copy tells a personal 
experience story, giving names and 
dates, and including a picture of the 
principal character. Jerome B. Gray 
& Co. handle the account. 


Southeastern Group Meets 


The first annual southeastern 
vertising and publicity conference 
will be held in Miami May 28-39, 
under the sponsorship of the fourth 
district, A. F. A. Plans for com- 
bining Florida, Georgia and Alabama 
in one district will be discussed. 


ad- 


Wireless Egert to Loewy 
Wireless Egert Engineering Com- 
pany, New York, maker of electrical 
devices for radio and communica- 
tions, has appointed Loewy Advertis- 
ing Agency. Trade and dealer pa- 


MICKY AND MINNIE MOUSE GET NEW JOBS 


Corn 


Flakes 


Micky and Minnie and their entourage as well as Silly Symphony 
characters will appear in at least eight sets of Post Toasties cut-outs 
this year, under a contract just signed by General Foods and Walt 
Disney giving exclusive package rights. Newspaper, magazine, out- 
door and point of sale advertising backs up the promotion. 


DETROIT AGENCY 
TELLS GREED IN 
NEWSPAPER COPY 


Detroit, Mich. May 16.—A _ full 
page in the Detroit Free Press was 
employed Monday in an extensive 
statement of the advertising convic- 
tions which will govern MacManus, 
John & Adams, Inc., the new agency 
whose formation was announced in 
the May 12 issue of ADVERTISING AGE. 

The advertisement, headlined, “A 
Drop in a Bucket,” makes an inten- 
sive bid for business and cites Wal- 
ter P. Chrysler, Cadillac, Hupmobile, 
Fisher Body, Dodge Brothers and 
Maxwell as examples of what adver- 
tising has accomplished. 

The extensive statement is summed 
up in One paragraph which states: 

“An advertisement is only a drop; 
but every advertising drop in the 
bucket must be truly aqua pura. It 
must be truly held together as drops 
of water are held together—because 
advertising is not a display of fire- 
works but a deliberate process. It is 
not a mere series of smartnesses but 
a continuous technique whose dual 
purpose is to make sales and at the 
same time manufacture respect.” 

Theodore F. MacManus, who as- 
sumes the presidency and active di- 
rection of the new organization, has 
been intimately identified with many 
of the motor car merchandising and 
advertising successes since the in- 
ception of the automotive industry. 
While he has won unusual distinc- 
tion as a writer of advertising copy, 
and while some of his individual ad- 
vertisements—notably ‘‘The Penalty 
of Leadership”—have gained extraor- 
dinary recognition, his writing has 
not been confined to this field. He 
is the author of several books, 
among them “The Sword Arm of 
Business,” co-author of the widely 
read “Men, Money and Motors,” and 
is a prolific writer of articles and 
essays for newspapers and maga- 
zines. 

Retain Personnel 


W. A. P. John and James R. 
Adams, whose resignation from ex- 
ecutive positions at Campbell-Ewald 
Company to form John-Adams, Inc., 
was announced in the March 38 issue 
of ADVERTISING AGE, are both like- 
wise well known in the automotive 
field. 

Continuing in executive capacities 
with the new agency are E. A. Mac- 


Manus, John R. MacManus, Louis 
Ling, W. J. Mattimore, Harvey G. 
Luce, M. St. John Brenon, R. A. 


Brewer, Elmer W. Froehlich, Leo A. 
Hillebrand and William Ingham, all 
of whom have been associated with 


pers will be used. 


Mr. MacManus for a number of 
years. 
Mr. McManus’ statement reports 


that in addition to strengthening the 
long experience of the original Mac- 
Manus organization with personal 
elements of proved ability, an impor. 
tant purpose of the consolidation is 
to provide continuous cooperative 
counsel on the part of the principals. 

No new accounts have been added 
as a result of the merger, Mr. Adams 
advised ADVERTISING AGF, 


Philadelphia, 
Dallas Agents 
Enter Chicago 


Chicago, May 17.—Al Paul Lefton 
Company, Philadelphia, and Tracy- 
Locke-Dawson, Dallas, Tex., invaded 
the Chicago agency field this week, 
Lefton taking offices in Tribune 
Tower, and the Texas agency reserv- 
ing space in the Palmolive Building. 

Roy Nelson, in charge of the new 
Lefton branch, said no announce- 
ment of personnel or accounts would 
be made until the arrival of Henry 
S. Louchheim, treasurer of the agen- 
cy. Mr. Louchheim is expected in 
the near future. 

The new Tracy-Locke-Dawson ot- 
fices were opened by C. B. Wakeley, 
secretary of the agency. Mr. Wake: 
ley likewise withheld any detailed 
announcement of the agency’s plans. 

Al Paul Lefton Company’s tele- 
phone number is Superior 3567; that 
of Tracy-Locke-Dawson, Inc., White: 
hall 4226. 


Smith Joins Ramsey 


Kenneth C. Smith, for 14 years 
with Matteson-Fogarty-Jordan Com- 
pany, has joined the L. W. Ramse) 
Company, Chicago. 


Holds Annual Tournament 


The annual golf tournament of the 
Agate Club, Chicago, will be held 
May 25 at the Sunset Ridge Count) 
Club, Winnetka, II. 


HOW'R YA 
DOIN’ ? 


Nutty ad? Maybe. Just tryin’ 
to say, “we make very g00 
photostats.” 


RAPID COPY SERVICE 


{Vanderbilt 3-3680 
New York) pisza 3-1360 
Cleveland: Main 9335 
Cheeses {State 6013-4 
)State 5980-1! 
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May 19, 1934 


ADVERTISING AGE 


ALL ART HELD 


ADVERTISEMENT 
FOR SOMETHING 


New York, May 17.—The arts and 
advertising are natural allies and 


study of the arts is requisite for the | 


fullest development of advertising 
ability, John Murray Gibbon told the 


national advertising group of the Ad- 
yertising Club of New York yester- 
day 

Mr. Gibbon is director of the pub- 
licity of the Canadian Pacific Rail- 


way, which in the course of many 
vears he has served has become the 
world’s largest transportation sys- 


tem and largest transportation ad- 
yertiser. His appearance at the Ad- 
yertising Club was arranged by Ken- 


von & Eckhardt, Inc., New York | 


agent y which places his company’s 
steamship advertising. 

The speaker gently pooh-poohed 
the notion still dear to some artists 
that the descent to commercialism 
dampens the creative fire, pointing 
out that the finest works of art have 
been created by those enlisted as 
propagandists by the nobility or the 
“oveatest advertiser of all time,” the 
church 


Advertising Religion 


“Practically the whole of the re- 


ligious art of Greece, of Egypt, of 
the Middle Ages and of the Renais- 
sance had a publicity character, the 


sculpture and paintings being com- 
missioned by church orders, Pharaohs 
or religious patrons to popularize 
some dogma or phase of religious be- 
lief which required emphasis,” he 
said. 


Dramatize Kidnapping 


Los Angeles, Cal., May 17.— 
Less than 36 hours after Wil- 
liam F. Gettle, Beverly Hills 
millionaire, was rescued from 
kidnappers the Rio Grande Oil 
Company broadcast a_ dra- 
matization of the entire case 
in their radio series, “Calling 
All Cars.” 


During the broadcast the fol- 
lowing principals in the kid- 
napping which stirred the na- 
tion spoke: 


Mr. Gettle, Police Chief 
Davis, Sheriff Biscailuz, Dis- 
trict Attorney Fitz, Federal Of- 
ficer Vetterli, and Attorney 
Noon, who acted as intermedi- 
ary. 


Hixon - O’Donnell - Seymour, 
Los Angeles agency, produced 
the drama. 


“The great European monarchs | 
who desired to impress their sub- 
ects and their neighbors with their 
magnificence relied heavily on the 
skill of court painters. <A_ portrait 


by Titian was used to advertise the 
attractive appearance of Philip II 


by his father, the Emperor Charles 
V, in pressing Philip’s successful suit 
with Mary, Queen of England. The 
portrait served as a direct mail ad- 
vertisement, and it got the business.” 

While urging study of the older 
arts, Mr. Gibbon cautioned his hear- 
ers against neglecting the opportu- 
nity to become better acquainted 
with their prospects through famil- 


liarity with current art movements, 


particularly with modern literature. 


Laundries Start Drive 


The United States Laundry Com- 
pany and the Contra Costa Laundry 
have started an advertising cam- 
paign on the west coast, using radio 
and newspapers. Fred W. Rea Ad- 
vertising Agency is in charge. 


Byrne to Pure Oil 


Formerly sales promotion man- 
ager of the Pocahontas Oil Corpora- 
tion, L. O. Byrne has left that or- 
ganization to join Pure Oil Com- 
pany, Chicago. He will do promo- 
tion work on Pure Oil’s exhibit at 
the world’s fair. 


Detroit Loves On— 


Some April Figures 


EMPLOY MENT—The index for Detroit stood 
at 112 for the month of April—7 points above 
March and 63 points higher than for April one 
year ago, and the highest for any preceding 
month back to September, 1929. 


DEPARTMENT STORES—The department 
store group shows an improvement of 42% 


over April, 1933. 


AUTO DELIVERIES—The number of autos 
delivered in Wayne County during April ex- 
ceeded the total for any previous month back 
to April, 1930. This was an increase of 1900 
over April, 1931, 5,464 over April, 1932, and 
4,937 over April, 1933. 

NEWSPAPER ADVERTISING—The Detroit 
News carries 48% of all advertising printed in 
Detroit, the other two papers dividing the bal- 

It is 4th in the United States in total 


ance. 
advertising. 


The Detroit News 


THE HOME NEWSPAPER 


Neu York: 
I. A. KLEIN, INC, 


Chicago: 
J. E. LUTZ 


DEL MONTE HAS 
PROFIT, WORKS 
UNDER 5 CODES 


San Francisco, Cal., May 17.—How 
some of the country’s large corpora- 
tions are being affected by codes is 
indicated by the annual report of the 
California Packing Corporation for 
the year ended Feb. 28, 1934. 

Leonard E. Wood, president of the 
company, explained that on Aug. 19, 
1933, the corporation signed a modi- 
fied President's Re-employment 
Agreement which entitled it to the 
blue eagle and under which the cor- 
poration is operating on lines not 
embraced by codes. 

“The codes under which the cor- 
poration is operating are as follows,” 
he explained: “coffee, fishery, 
graphic arts (labels) and ehemical 
industry (industrial alcohol).” 

In spite of this maze of codes and 
higher prices, however, the company 
enjoyed a satisfactory year, both in 
its own operations and participation 
with the Pineapple Producers Coop- 
erative Association, formed in 1933 
under the provisions of the Capper- 
Volstead Act. 


Consumption Increased 


Mr. Wood explained that the pine- 
apple industry has liquidated the 
surpluses with which it has been 
burdened in recent years and pro- 
duction of the 19338 crop, together 
with the inventory from the 1932 
crop, was closely in balance with 
consumption. 

“Present stock should in the main 
be liquidated by the time the sum- 
mer pack is available,” he said. 

Mr. Wood also paid a tribute to 
the power of advertising, when prop- 
erly used and supported. 

“The corporation’s selling organ- 
ization, with representation through- 
out markets of the world, and sup- 
ported by an aggressive advertising 
campaign through magazines, radio, 
newspapers and other media,” he 
said, “produced splendid results in 
the volume of business secured.” 

He added that the corporation has 
also received fine support from 
stockholders, now numbering 10,311, 
who insisted on Del Monte products 
in their own households. 


Chicago Wemen 
Elect Officers 


Aubyn Chinn, National Dairy Coun- 
cil, has been elected president of the 
Women’s Advertising Club of Chi- 
cago, for the year 1934-35. Other 
officers include: 

EK. Evalyn Grumbine, Rand Mce- 
Nally & Co., first vice-president; Hel- 
ene Poehlman, Barron G. Collier, 
Inc., second vice-president; Alice 
Thompson, Rogers Engraving Com- 
pany, recording secretary; Treva 
Cooley, Specialty Salesman Magazine, 
corresponding secretary; and Mar- 
garet Chase, Kier Letter Company, 
Treasurer. 


General Mater Makes 


Executive Staff Changes 


B. D. Kunkle, president of the 
Delco Products Division of General 
Motors at Dayton, O., has been ap- 
pointed assistant to C. E. Wilson, 
vice-president of General Motors Cor- 
poration, with headquarters at De- 
troit. 

F. H. Prescott, president and gen- 
eral manager of the Guide Lamp 
Division, Anderson, becomes presi- 
dent and general manager of Delco, 
under the new changes, and F. L. 
Burke, factory manager of Guide 
Lamp, will be president and general 
manager of that division. 


Push Liver Sausage 


Cleveland Provision Company, 
Cleveland, maker of Wiltshire Prod- 
ucts, whose advertising is handled by 
Carr Liggett, Inc., is featuring the 
quality of its products, particularly 
goose liver sausage, in a new news- 
paper drive. Radio, outdoor and car 
cards will also be used. 


Building Picks Agency 

The Civic Opera Building, Chicago, 
has placed its account with the Root- 
Mandabach Advertising Agency, also 
of Chicago. 


You Can't Buy 
Editorial Authority 


Advertisers know that the best 
editor in the hospital field is Mat- 
thew O. Foley. 


He has been editing HOSPITAL 
MANAGEMENT for sixteen 
years, and has maintained the high- 
est standards of service to the field. 
No other editor can match his 
record. 


He founded National Hospital 
Day, celebrated all over the world 
on May 12, the birthday of Florence 
Nightingale. President Roosevelt 
commended the observance of the 
anniversary in 1934. 


Mr. Foley has been honored by 
national and local associations of 
hospital people for his outstanding 
service in this and similar hospital 
activities. 


HOSPITAL MANAGEMENT 
profits from this type of editorial 
service—practical, authoritative, 
stimulating. And advertisers profit 
from the sort of reader interest 
which only this kind of editorial 
leadership and inspiration produces. 


You can’t buy editorial authority, 
any more than you can manufacture 
a top-notch advertising medium. 
Skill, experience and time are 
needed to do the job. 


If you are interested in getting 
more sales from the great hospital 
market, remember that you want 
editorial authority as the back- 
ground for your selling message. 
And remember that in HOSPITAL 
MANAGEMENT you are assured 


of that “priceless ingredient.” 


HOSPITAL MANAGEMENT 
is the only hospital journal which 
is a member of the Associated Busi- 
ness Papers, Inc., and Audit Bureau 
of Circulations. Thus you have 
assurance of high editorial and 
business standards coupled with 
authenticated circulation. 


For information on sales promo- 
tion in the hospital field, address 
either office: 


537 S. Dearborn Street. 
Chicago 


330 W. Forty-second Street. 
New York 
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ADVERTISING AGE 


May 19, 


Advertising Women 


Elect Directors 
Advertising Women of New York, 
Inc., has named as new directors 
Mae Shortle, Minna Hall Carothers, 
Dorothy Noyes and Sally Martin. 
Other members of the board are 
Emma Dot Partridge, Rita Otway, 
Florence Pettinger, Hazel Preston 
Jenney, Cara Haskell Vorce, Laura 
Rosenstein, Helen Rockey and Dariel 
Steer. 


Fawn Adds to Space 
The New York offices of Fawn Art 
Studios have been doubled in size, 
occupying space on the eighth and 
ninth floors at 155 E. 44th St. 


A new 


ACCOUNT 


Need a quantity of accurate, de- 


tailed information for that new ac- 
count? Get in touch with the In- 
ternational Service Bureau. If you 
want to sample the market, analyze 
returns of questionnaires, obtain cor- 
related tabulations, this Bureau will 
save you time, effort and money. 
principal 
cities, equipped with the latest In- 
ternational Electric Accounting and 
Tabulating Machines. They will aid 


you in making new accounts out of 


Branches located in all 


old prospects. Write for informa- 


tion now. No obligation. 


INTERNATIONAL 
MACHINES 


BUSINESS 
CORPORATION 


Os, 


SACHIN? 


Branch Offices 
in all 
Principal Cities 


General Offices 
270 Broadway 
New York, N.Y. 


How Are 275 

Other Papers 

Selling Space @& 
United's Weekly Service for 


Newspaper Advertising Directors 


Tells you every Monday morning—what 
classifications are being worked with best 
results—new plans every week for selling 
space—merchants’ cooperative events-—-spe 
cial pages and sections that “clicked.” 
We clip 275 papers every day—and send 
you every good idea from every paper. 
You see at the other paper's expense —just 
which plans you can work fastest, easiest 
and at greatest profit. 

Ideas—copy and layouts—for all plans $3.00 
per week. Sent on approval-—-no contract 
necessary—return the plans sent and there's 
no obligation. 

Exclusive to one newspaper in each city. 


UNITED SERVICE CORPORATION 


230 N. Michigan Chicago 


ADVERTISING MEN 


bound for 


NEW YORK 


OU'LL have a friendly wel- 

come at the Piccadilly—one 
of New York’s newest hotels— 
a comfortable room and bath 
for as little as $2.50 the day. 
@ Meet your friends in the 
SILVER LINING, Cocktail 
Room . . dance to the rhythmic 
music of the Picadilly Orches- 
tra . . enjoy delicious food in 
the Georgian Room, at moder- 
ate cost. 
@ Business and pleasure choose 
the Piccadilly . . convenient to 
the advertising center, to the- 
atres and amusements. . a few 
steps from quick transportation 
to every corner of the towr.. 


HOTEL PICCADILLY 


227 WEST 4STH STREET, NEW YORK 
Now wnder Arthur Lee Direction 


DEPARTMENTAL 
A.F. A. GROUPS 
SET PROGRAMS 


New York, May 17.—Details of sev 
eral of the departmental programs to 
be held in conjunction with the Ad- 
vertising Federation of America 
meeting in New York June 17-20 
were announced this week. 

The National Association of Broad- 
casters will begin deliberations Tues- 
day, June 19, with a joint 
with the American Association of 
Advertising Agencies and the Asso- 
ciation of National Advertisers, fol- 
lowed by a luncheon with the radio 
committee of the Four A’s. 

Discussions during these 
will include “Standardizing Units of 
Sale and Rate Practices Under the 
Code,” James W. Baldwin; “Studying 
Listener Habits,” Walter J. Damm, 
WTMJ, Milwaukee, with discussion 
led by Martin Campbell; “What We 
Have Learned About Station Cover- 
age,’ C. M. Jansky, Jansky & Bailey; 
“Suggested Standard Forms for Lo- 
cal Contracts,” Roy Harlow, Yankee 
Network; and “The Present Trend 
of Station Relations with Advertis- 
ing Agencies.” 


session 


sessions 


Many Subjects Covered 


At an open meeting the morning 
of June 20 talks will include, “Mak- 
ing the Program Work,” Francis D. 
Bowman, advertising manager, Car- 
borundum Company; “Station Mer- 
chandising and the Radio Program,” 
Harry C. Howlett, WHK; “The Mar- 
ket for Radio Advertising,” Dr. Her- 
man S. Hettinger; “Pertinent Prob- 
lems in Radio Sales,” Leslie Fox, 
WSM; “Studio Audiences—Yes or 
No?”", Roy Witmer, WJZ; “Are You 
Making a Profit and How Do You 
Know?”’, H. K. Carpenter, WPTF; 
and “Solving Relations of the Station 
and the Network,” John Patt, WGAR. 

The Council on Women’s Advertis- 
ing Clubs, under the chairmanship 
of Helen Rockey of New York, will 
hold its annual breakfast meeting in 
the tower of the Empire State Build- 
ing on Wednesday, June 20. 

Members of the Outdoor Advertis- 
ing Association are making extensive 
plans for a departmental meeting 
under the chairmanship of Leonard 
Dreyfuss, president, United Advertis- 
ing Corporation. 

Pattie Field, research department 
of National Broadcasting Company, 
will address the opening session of 
the Public Utilities Advertising As- 
sociation on “How to Buy Time and 
Plan a Program to Get the Most from 
Your Dollar.” Other speakers at this 
departmental will be Floyd Parsons, 
“Building Public Confidence Through 
Utility Advertising;"” and Carleton 
W. Spier of Batten, Barton, Durstine 
& Osborn, Inc., “Public Utility Adver- 
tising from the Viewpoint of the 
Copy Writer.” 

The afternoon program of the 
group will be built around the ‘Bet- 
ter Copy Contest.” 

George Benneyan, manager of the 
promotion-research department — of 
the New York Sun, and chairman of 
the program committee for the ses- 
sions of the Promotion and Research 
Managers Association, reports that a 
feature of their meeting will be dis- 
cussions of promotion and 
problems conducted by members of 
the Association, The following will 
be included on their discussion pro- 
gram: 

“Our Most 


research 


Circulation 
Campaigns; “Our Most Successful 
Classified Campaigns;"” “The Sales- 
man’s Data Book—Its Care and Feed- 
ing;” “The One-man Promotion De- 
partment;” “Should Newspaper Pro- 
motion Be Budgeted?”; “Surveys and 
Their Value;” “The Value of Radio 
Broadcasting for Promoting Circula- 
tion or Advertising for Newspapers ;” 
“Ideas that Are Getting Business for 
Our Paper Now;” “Merchandising 
Departments—-Their Value.” 


Successful 


Yuhasz’ New Work 


Johnny Yuhasz has been appointed 
art director of the Flint Printing 
Company and the Michigan Sports- 
man, Flint, Michigan. 


for the Harvard ‘19 
affairs begin at a Cape resort 
Cambridge for the grand finale. 
luminaries, among them 


class 


J. M. Mathes is in the market 
acquired, will hail from York 
home. 


thereby got a running start on his 


In recognition of 


dorf-Astoria May 23. 
orders for the superior 
Townshend, Vt. 
hobby of tennis. 
nence in the tennis 


maple 


He has coached 
world and 


advertising bowling clubs last 
idea of a little informal 
months, 


Friends of Merrill Welles, of 
the hospital for several 
get back on the job. 


A. J. Mullowney, assistant to 
of Brunswick-Balke-Collender, is a 


ment will have to show something 


John Peterson, 


the coast by way of the 


white space. 


of Reincke-Ellis-Younggreen & 


the other day. 


au member of the Guild of 
handsome certificate to prove it. 


‘Digest’ Takes - 
Air for Weekly 
Report of Poll 


New York, May 17.—Weekly re- 
sults of the new Literary Digest na- 
tionwide poll to determine the public 
attitude toward action taken by Pres- 
ident Roosevelt during the past year 
and toward his policies will be an- 
nounced each Wednesday evening in 
an NBC blue network program util- 
izing 17 stations. 

Interest already shown in the poll 
indicates that advertisers, agencies 
and business men will view the poll 
as a barometer forecasting develop- 
ments of the forthcoming vear and 
as an influence on future production 
and promotion plans. 

Ballots are being sent to 15,000,000 
citizens in every walk of life and all 
parties. Impartiality that has 
marked previous polls, which proved 
accurate in predicting public reac- 
tions, will be applied, sponsors state. 

The program started this week fea- 
tures Graham McNamee, who, in ad- 
dition to giving advance information 
on poll developments published in 
the Literary Digest next day, briefly 
discusses sports, thus emphasizing 
the changed editorial policy of the 
publication under its present editor- 
ship. Arthur S. Draper, 
editor about a year ago, also speaks. 

The current radio campaign § is 
slated for the duration of the ballot- 
ing. Newspaper advertising will 
also feature the poll. Badger and 
Browning & Hersey, are in charge. 


Miss Adams Heads 
Women’s Ad Club 


Lurena G. Adams, Providence Pa- 
per Company, Providence, R. I.. has 
been re-elected president of the Wo- 
men’s Advertising Club. Other offi- 
cers include: 

Elizabeth Noonan, Industrial Trust 


Tolman, corresponding 
Mary E. Kiernan, recording secre- 
tary; Helen M. Doyle, treasurer: and 


A. Marie Davies, historian. 


Henry Flower, of JWT's 
fice, and John Cunningham, Newell-Emmett. 


his 30 years’ 
and business associates of Frank A. Blair, vice-president of the Cen- 
taur Company, have planned a testimonial dinner to him at the Wal- 
George Newbold, of 
syrup 
Gerald Lauck, Ayer New York chief, 


enjoys 
paces daily on the splendid courts at his home in Montclair. 


weeks, ar 


Scripps-Howard 
combined business and pleasure in a leisurely sixteen-day voyage to 
anama C 


venerable National Hotel Reporter 


who became | 


Company, vice-president; Maybelle E, | 
secretary; | 


Getting Personal 


Frank Hatch, BBDO’s Boston office, is working hard on publicity 
reunion in 
and 
The class includes other advertising 


mid-June. 
after several 


These enjoyable 
days move on to 
Wall Street of- 


for a neW schooner, which, when 


Harbor, Me., where he has a summer 
Marc Rose, editor of Business Week 
of note, discovered that his office serves admirably as a hothouse and 


and a horticulturist 


spring planting. 


service to the industry, friends 


filling 
near 
makes a 
his two sons to places of promi- 
putting them through their 


Aviation, is 
produced on his farm 


Malcolm Muir's efficient secretary, Sally Turner, was once a prac- 
ticing attorney and a member of the Missouri legislature. 
Malaney, of General Outdoor, who made a thumping 


Bob 


success of the 


winter, is preparing to introduce the 
baseball 


competition during the summer 


iflantic Monthly, who has been in 
e hoping that he is soon able to 


C. L. Ellison, advertising manger 
¢.p.a., Which means that the mar- 


kets he is analyzing now for Brunswick service fixtures and equip- 


or else. 


national advertising executive, 


anal. 


Sally Rand proved she is an advertiser when sie talked to the 
Kansas City Advertising Club recently. 
she said, admitting that she follows the principle of using plenty of 


“Tl owe it all to advertising,” 


Robert E. Finn, who recently became advertising manager of the 
. Chicago, is the son of Joe Finn, 
Finn. 
for Matteson-Fogarty-Jordan Company, Chicago, was quietly married 


Tom Davis, space buyer 


Jules Gerding, art director of Stack-Goble Advertising Agency, is 
Former Pipe Organ 


Pumpers and has a 


McGraw-Hill to 
Shift Personnel 


New York, May 17.—M. W. Per- 
inier, who has been with McGraw- 
Hill Publishing Company for 20 


years, on June 1 will become vice- 
president in charge of group sales, 
in which capacity he will be re- 
sponsible to the president for group 
account sales through the district of- 
fices. 
a 
inier 


Haynes will succeed Mr. Per- 
as Manager of the central dis- 
trict with headquarters in Cleveland. 

J. M. Rodger, manager of the west- 
ern district with headquarters at Chi- 
cago, is slated for election to a vice- 
presidency June 1. 


T. P. A. Annual Frolic 
To Be Held May 23d 


The annual one-day outing of the 
Technical Publicity Association, Ine.. 
New York, will be held at the Tama- 


rack Golf Club, White Plains, May 
25. Golf and a variety of outdoor 
and indoor sports are on the pro- 


gram and 14 prizes will be awarded. 

Members and guests may secure 
reservations from H. J. Payne, Asso- 
ciated Business Papers, Ine. 


Puget Seamders 


Release Campaign 
The Puget Sounders and British 
Columbians Associated have released 
the initial insertion in their 192 
campaign. Large space in a select 
list of newspapers will be used in an 
appeal to the tourist trade. 
Cockfield, Brown & Co., Ltd.. Van- 
couver, are in charge of the drive. 
Magazines and billboards will be used 
later, as well as additions to the pres- 
ent newspaper schedule. 


“ ° 
Start “Where to Live” 
Marvin T. Green Agency, Chicago, 
has started publication of a new 
|; monthly, “Where to Live.” 


First District Plans Meet 


; The ‘5th annual convention of the 
| first district, A.F.A., will be held in 
October in New Haven, Conn. 


OPELAND BIL 
INNOCUOUS, SA 
SMALLER PAPERS } 


N. E. A. Goncludes Its Ro F | 


ving Convention - 


au 

St. Louis, Mo., May 17.—The leg this 
islative committee of the Nationa cre: 
Editorial Association, which cop tai 
cluded its roving convention here to hall 
day, believes that the Copeland foog exp 
and drug bill, now pending in cop sale 


gress, “will protect the 
without imposing undue hardship oy t 
advertising media.” 


consume; 


This opinion was expressed in the 


committee’s report to the N. EF. 4 effe 
which said in part: salt 

“Your committee has given fy) = 
attention to the protection of adver er | 
tising. The past year has witnesse; ous 
an organized drive against advertis thre 
ing, sponsored largely by theorists port 
and social reformers. o 


“The opening gun of the campaigy 


to restrict the flow of advertising Fy 
to small-town newspapers was thy ea 
introduction of S. 1944, the so-called a 
Tugwell Bill. At the time the bill = 
was in the drafting stage last spring 
the N. E. A. advised Professor Tug , 
well that efforts to hamper legiti 
mate advertising or impose undu 
restrictions on newspapers as adver 
tising media would be vigorously ' 
contested.” ; 
Kenneth C. Baldridge, of lowa, was ' 
elected president of the N. E. A. at 
the closing session, succeeding Wal 
ter D. Allen, of Massachusetts. Rob 
ert H. Pritchard was elected vice 
president and Will W. Loomis, comp hci 
troller. The latter is a new office 
credited for the discharge of busi- 
ness connected with the code au if 
thority. 
One of the resolutions adopted 
asked the industry’s code authorit) 
to petition the NRA to eliminate “not 
more than” and similar clauses fron 
laws governing state legal advertis 
ing rates, in order to produce uni 
formity. 
The association reaffirmed its 0] 
position to continuance of gover! 
ment competition in = printing and 
sale of return cards and stamped e! 
velopes. 
“Private printers voluntarily as 
sented to a code of fair competition 
said this resolution, “but now find 
the federal government in the il 
defensible position of selling print 
ing at prices below cost.” 
It was announced that Iowa was 
the first state to complete its market 
study, which has been published W 
der the title of “Iowa Retail Ma ae 


kets,” and which is to be made avai! 
able to national advertisers and age! 
A similar study for Nebraské 
has been completed and the printins 
is now under way. 

The plan is to have each state ¢0! 
tribute to a major study to cover the 


cies. 


entire country and be issued as “Na 
tional Retail Markets.” 
— 
os a“ 
Pages 


that SELL. 


Four pages—one - 
of sturdy bond pare 
—covering 11 mé) ft 
headings about radio, 
newspapers, farm, 
trade of general ape 
zines (regional or national)—now help Publis ft 
broadcasters to sell more space or time. Furnis r 
mation this modern way. Agencies also use ae 
forms as ‘questionnaires.’ ¢ ¢ Send for samples 

on your letterhead. No obligation to buy. 


ADVERTISING MEDIUM ANALYSIS 


{sco 
500 Sansome Street San neon 


“FOUR PAGES’ 


Reg. U. S. Pat. Off. 


AUTOMATIC LETTERS 


Any Quantity—Low oi’ 7 
TAN orice 


Service ; 


Send for Free Booklet Brats 
319 Fifth Ave., Pittsburgh, Pa. A 
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ADVERTISING AGE 


$125 MANUAL 
BOOSTS SAL 
OF FOUNTAINS 


Chicago, May 15.—That the sales- 
man is the most neglected part of 
the promotional set-up in a majority 
therwise highly developed sales 
and advertising campaigns, and an 
istration of how the correction of 
this condition in one organization in- 
ereased the sales of its soda foun- 
tain equipment over a million and a 
valf dollars within a year’s time, was 
explained last night by R. H. Crane, 
sales promotion and advertising man- 
er, Liquid Carbonic Corporation, 
to the Engineering Advertisers’ As- 
sort ition. 

The all but magical results were 
effected by equipping the company’s 
salesmen with a neat, light weight 
visualizing manual of 32 pages, leath- 
ey bound, which replaced the previ- 


} 


ous selling kit that had grown 
through the years to assume the pro- 
portions of a young trunk, tipping 


the scales around the 50-pound mark. 
When the prospect saw the salesman 
approach, the first thing that flashed 
in his mind was a scheme to pre- 
vent him from opening his bag of 
and the salesman was so ex- 


tricks, 


Agency Executive Available 

Owner of a New York City 
agency operating for’ eight 
years desires to become affili- 
ated with a larger organiza- 
tion. Protestant, college grad- 
uate, 20 years in advertising. 
Salary and bonus. Box 455, 
ADVERTISING AGE, New York. 


EINSON-. 
FREEMAN | 
SAYS: 


Drug advertising has taught 
the whole field of merchan- 
dising a great lesson in the | 
effective way it uses the | 
Dealer's window. | 


Einson-Freeman Co. Inc. 


Window-Display 
Headquarters | 
Long Island City New York | 


Spectalizing 


1 mace DS ae 
store display 
ads erpising 


Ccono-=print 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements, 


Write or Phone us for Samples 
and compiete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 


hausted from carting his luggage, he 
was too weak in many Cases to over- 
come the stiff sales resistance he 
encountered, Mr. Crane testified from 
his own experience on the _ sales 
force. 

The manual now in use is in loose- 
leaf form with pages about 10x12 
inches, printed in four colors. The 
contents dramatize the highlights of 
the sales presentation and provide 
a stage setting for the 
work. It is so designed that he may 
start at any place in the book to 
tell his story, or by starting at the 
front, the prospect is taken through 
the three steps necessary to every 
sale and graphically shown why he 
should build up a soda _ fountain 
trade; what pieces of equipment are 
necessary to do a certain class and 


volume of fountain business; and 
lastly, whom he should buy the 
equipment from, and the reasons 
why. 


Radio and Movie Methods Used 

Mr. Crane termed this new form of 
presentation the adaptation of radio 
and movie methods to work, 
which he believes is required today 


sales 


because buyers have less time to 
give to salesmen to discuss their 
wares. 


As a companion piece to the vis- 
ualizing manual, the salesman c¢ar- 
ries a zipper portfolio equipped with 
Remington Rand card pockets to hold 
5x8 photographs in double column, 
permitting cross reference of equip- 


ment. The portfolio has a capacity 
of about 125 views without getting 
bulky. Both pieces of sales equip- 
ment are of such handy size and 
weight that the salesman can use 
them effectively even when neces- 


sary to follow his prospect around 
his store, as is frequently required 
in selling this class of buyers. 

A similar book has been provided 
covering the company’s complete bot- 
tling plant equipment, and with its 
aid the company’s salesmen, for the 
first time, have been able to sell 
complete unified plants running up 
to $20,000 in cost. The visualizing 
manual of brewery equipment is now 
in preparation. 

The auxillary sales literature used 
in the promotional work is designed 
in the same dramatic and modern 
treatment as the manuals, establish- 
ing a strong tie-up between the two. 

The company has about 175 sales- 
men, and the cost of the manuals 
ran approximately $125 per bock, in- 
cluding all charges against the work 
for research and preparation. 

Berns a Speaker 

Max serns, publicity manager, 
Universal Atlas Cement Company, 
gave an illustrated talk on “Selected 
Selling” in which he showed that, 
generally speaking, 20 per 
producers or consumers in the indus- 
trial field produce or consume _ 80 
per cent of the goods. 

The lantern slides used by Mr. 
Berns showed graphs, many drawn 
by the U. S. Department of Com- 
merce, illustrated this point in the 


major industries. Included in the 
display was a map with 96 metro- 
politan districts spotted which ac- 


count tor. 50 per cent of the popula- 
tion of the country and occupy but 
two per cent of its area. 

Mr. Berns pointed out that in many 
cases it may be advisable to use the 
advertising appropriation in a more 
frequent effort on the small per cent 
of producers or consumers which ac- 
count for the largest volume of po- 
tential business. By mathematical 
computation he aiso showed that the 
actual cost ratio of covering the 
fringe of any field is about 16 to 1 
against the group that represents 
the volume. 

The committee investigating “The 
Relation Between Sales and Adver- 
tising Departments” gave a_ report 
of its activity which is to be re- 
ferred to the directors of the Na- 
tional Industrial Advertisers Asso- 
ciation, organization sponsoring the 
report, after which it will be made 
public. Harry Neal Baum, commit- 
tee chairman, read the report. 


Byrd Program Shifts 


Starting May 30, the Byrd Antare- 
tic Expedition broadcasts, which have 
been heard over WABC-Columbia 
Saturday nights, will shift to Wednes- 
days at 10 p. m., EDST. 


cent of 


salesman’'s | 


NEWS FROM ANTARCTIC 


JM, WHER | SEE THE 
BREAKFAST THOSE 
EXPLORERS GAT | MNOST 
wise | WAS HOman 


W, TOO! FOR 2 PacKases 
OF THOSE GRAPE-RUTS, 
rd LEAVE THE 
anTancric. 


Further tying up with the Byrd ex- 

pedition, this Grape-Nuts news- 

paper copy contains a wild antarc- 

tic scene, with penguins providing 
the endorsement. 


PLYMOUTH CARS 
TO BE AWARDED 
BY IVORY SOAP 


Prizes for Consumers, Deal- 
ers, in New Contest 


New York, May 17.—A contest-cam- 
paign in which dealer cooperation is 
assured by offering the trade a group 
of prizes equal to those announced 
for winning places among consumer 
contestants started this week on 
Ivory soap. Total awards aggregate 
$13,000. It is nationwide in scope. 

Color pages in The American 
Weekly this week and next form the 
basis for the advertising. Space 
varying from 1,200 lines to full pages 
also will be used in 150 newspapers 
once a week during the drive, which 
ends June 3. 

Ten Plymouth 
the principal prizes. 


deluxe sedans are 
Five of these 


) will go to consumers who write the 


best letters of 200 words or less on 
“why is Ivory soap the only soap I 
need for all purposes . personal 
and household?” The other five will 
go to the five grocers who show the 
most skill in displaying and featur- 
ing Ivory soap during the contest. 


Offer Free Groceries 


there will be 660 
additional prizes in the form of 
credit for free groceries ranging 
from 20 for $50 to 400 for $5 worth. 
With such an extensive list, the con- 
test is probably the largest ever 
staged by Ivory. 

Procter & Gamble, in setting forth 
contest rules, insist that housewives 
submit the name of their favorite 
grocer along with their letters, so 
that in event of winning one of the 
660 prizes, the credit can be arranged 
through that grocer. They are asked 
also to give the name of the store 
which, in the housewife’s opinion, is 
doing the best job of displaying and 
featuring Ivory soap for the contest. 

Ivory soap users have greater 
chance of winning than a college 
graduate who does not take care of 
her own home, according to rules 
laid down for judging, which will be 
based on clearness, sincerity and in- 
terest of the statements made about 
the soap. Judges will be Faye I. 
Hamilton, editor, Household Manage- 
ment; Katherine Fisher, director, 
Good Housekeeping Institute, and 
Christine Frederick, domestic science 
editor, American Weekly. 

The Blackman Company is in 
charge. 


For consumers, 


Ice Cream to Griffin 


The Cleveland Ice Cream Com- 
pany has appointed Griffin Advertis- 
ing, Cleveland, to place advertising. 
Newspapers, radio, personal canvass- 
ing, window displays and outdoor 
will be used. 


TERRAPLANE IN 
AMBITIOUS BID 
WITH NEW SIX 


Challenger Series Baptized 
in Newspapers | 


Detroit, Mich., May 17.—Hudson 
Motor Car Company this week will 
announce to the motoring public “the 
biggest car in the low-priced field.” 
The new car, a Terraplane_ Six, 
known as the Challenger Series, will 
be formally introduced through an 
extensive newspaper campaign 
scheduled to get under way May 19. 

Newspapers will be used in the in- 
itial drive in approximately 1,200 
cities where dealers have been sup- 
plied with the new model. The list 
will be increased as additional deal- 
ers are stocked. 

Although the copy will vary in size 
according to the size of the 
munity, it will stress the claim that 
the new Terraplane is “the biggest 
car in the low-priced field.”  <Ac- 
cording to agency officials, advertis- 
ing will also emphasize the new 
model as being the only car in the 
low-priced field that incorporates the 
latest in modernistic styling and | 
streamlining. 


Although the list is not yet com- | 
plete, it was announced that trade | a ; 
publications, probably four in num-| Using for the D. H. 


ber, will also be used in support of 
the newspaper drive. 

The new series is offered in four 
body types—a five-passenger sedan, | 


ithe latest 


com- | 


two-passenger coupe, five-passenger 
coach, and a four-passenger coupe. 
All of the bodies are of streamline 
design with enclosed tire-luggage 
compartment within the contour of 
the sweeping lines at the rear of the 
ear. 
Stress New Features 


Advertising will stress, as well, 
all of the engineering features which 
were made possible by Hudson Mo- 
tor Car Company, even in a low 
price car. Some of these features 
include Bendix equal action brakes, 
type of safety steering, 
finger-touch starting control on the 
instrument panel, tri-beam_ safety 
headlights and airplane type instru- 
ment dials. Prices range from $565 
upwards. 

Dealers have been supplied with 
window displays, posters, and litera- 
ture. They have already seen two 
two-reel sound pictures which were 


| prepared by Wilding Picture Produc- 


tions, and are now being sent to dis- 
tributors. The pictures, both of the 
business-comedy type, are entitled, 
“Meet the Whortles’’—and “The 
Whortles at the Wheel.” The for- 
mer is an amusing sketch depicting 
the steps taken by a dominant 
woman and her hen-pecked husband 
in the purchase of an automobile. 
The latter is essentially a lesson 
intended for service men and serv- 
}ice Managers. 

The Detroit office of The Blackman 
Company is in charge of the adver- 
tising. 


. . 

Miss Awcock Dies 
Agnes Awcock, director of adver- 
Holmes Com- 
pany, Ltd., New Orleans, La., died 
May 15 following an operation for 
appendicitis. Miss Aweock was a 
former president of the New Or- 
leans Advertising Club. 


ADVER 


Specialists in Sales Promotion of 


549 W. Washington St. 


THE FENSHOLT COMPANY 


TISING 
Electrical & Mechanical Products 


Chicago, III. 


Read your own cop 
ing the latest informa 


Use the 


send me the National News] 
year. 


POE oe pec © fo Se oe 


Company 


Street and NoOic.. cic accccs 


MORE NEWS IN 
Advertising Age 
Than Any Other Publication! 


developments all over the country. 


$1 a year——Fifty-two issues! 


Advertising Age, 537 S. Dearborn St., Chicago. 


I enclose $1 (cash, check or money-order) for which 


y, and be sure of -hav- 
tion on all advertising 


coupon! 
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LEISY BREWERY 
GIVES LESSONS 
IN PROMOTION 


Cleveland Company Seeks 
Old Supremacy 


Cleveland, O., 
months’ 


May 17.—A _ four 
campaign for Leisy’s beer 
reached its climax May 15, when 
the Leisy Brewing Company again 
made its famous brew avail- 
able to Clevelanders. The heavy pre- 
liminary advertising probably estab- 
lished a record in intensity and in- 
genuity and it succeeded in creating 
a definite public interest in the re- 
appearance of Leisy’s beer. 


Robert Leisy, grandson of the 
founder of the company, is now at 
the helm. Mr. Leisy entrusted the 


promotion of the post-prohibition 
beer to Fuller & Smith & Ross. The 
Leisy Brewing Company formerly 
provided 500,000 barrels of beer a 
year for Cleveland, and young Mr. 
Leisy hopes to regain the place in the 
sun to which this volume entitles the 
company. 


Gives “Old Timers” Party 


Fuller & Smith & Ross adopted the 
plan of making news to be told in 
the company’s advertising. Veteran 
newspaper men were invited to a 
party at the Leisy Brewery as the 


———_—_—_—_—_ 


WANT TO SELL 
THE CCC? 


Know what the 314,000 enrolled men buy 
in their company exchanges, or stores, lo- 
cated in the 1468 CCC camps? Here's 
a letter from one camp exchange: 


“| handle eight brands of cigarettes, 18 
brands of pipe tobacco, 3 brands of ci- 
gars, 4 brands of gum, 5 brands of cookies. 
one brand of cough drops, 2 brands of 
beer, ice cream, 20 brands of candy, 5 
brands of soft drinks, flashlight batteries, 
bulbs, envelopes, writing paper, playing 
cards, pencils, ink, hand brushes, soap, 
mouth organs, dice, washboards, razor 
blades, sun glasses, tobacco pouches, mir- 
rors, handkerchiefs, cigarette holders, cig- 
arette rollers, flint lighters, pipes, coat 
hangers, matches, pipe cleaners, cigarette 
papers, watches and toothpaste.” 


If you want to sell the CCC we shall be 
glad to send you market data and selling 
suggestions, without charge or obligation. 
Write for full particulars. 


HAPPY DAYS 


Authorized weekly publication of the 
Civil Conservation Corps 
National Press Bldg. Washington, D. C. 
Seeoeosoe 


45 to 60 MINUTE 
PHOTOSTAT 
SERVICE 


RAPID COPY SERVICE 


(Vanderbilt 3-3680 
New York) para 3-1360 


Cleveland: Main 9335 


Chi (State 6013-4 
'€89° ) State 5980-1 


BED CHAMBER IN MODEL BRIDE'S HOUSE 


ae 


Effective use of products of national advertisers is illustrated in the 
Bride's House at 444 Madison Ave., New York, which was opened to 
the public this week by “House Beautiful combined with Home & 
Field." A souvenir booklet describing the furnishings is given visitors. 


PHOTO COPY CO. 


225 N. MICHIGAN AVE 
JTA.4047 

919 N.MICHIGAN AVE 
UP. 2621 

221 N.LA SALLE /TREET 

RAN. 3270 


beer began to attain the flavor which 
made it famous long ago. 

The company reported the party in 
newspaper space which carried the 
news that “Old Timers lay loving lip 
over Leisy’s.” 

There was also a get-together for 
“children under 35,” and the chroni- 
cler reported that they liked it too. 
The copy explained in this fashion: 

“‘What,’ said Leisy bigwigs to 
themselves, ‘will the youngsters think 
of Leisy’s? Raised during the pro- 
hibition interlude, will they appre- 
ciate the smoothness, the mellow 
mildness of good old Leisy’s?’ 

- . So we called them in, watched 
them sip Leisy’s, watched them grin 
and tilt their glasses up, up, up, and 
call for more. 


. Soon, from bottle and from | 
taste of 


barrel, will 
Leisy’s for 
paper, first 
reader.” 

Last week’s newspaper advertising 
carried the glad tidings that the seal 
on Leisy vats would be broken this 
week. This copy emphasized the im- 
portance of service in serving beer 
and sounded the warning that only 
dealers who are prepared to extend 
this service will be allowed to sell 
Leisy’s. 

The company has devised a dealer's 
pledge card, which must be signed by 
any dealer seeking distribution privi- 
leges for Leisy’s beer. This pledge 
binds the dealer to keep coils clean, 
scald, then chill glasses before using 
them for beer, and to serve the bev- 
erage at a temperature of 40 degrees. 
The company proposes to employ in- 
vestigators to see that dealers live 
up to their pledges. 

Full page newspaper copy. this 
week announced also that “Leisy’s 
beer will be on sale tomorrow,” and 
it also listed the dealers “who feel 
that drawing beer is an art,” and 
have therefore qualified for the Leisy 
franchise. 

A four-horse beer truck delivered 
the first load of aged beer to Mayor 
Davis, of Cleveland. A week's tour 
of the city will follow. As the 
first truck left the Leisy platform, 
a contact ribbon was broken to turn 
on two of the largest electric signs 
in the city, flaunting to the world the 
single word, ‘‘Leisy’s.” 

A contest for newsboys, with prizes 
for the loudest call of “Leisy’s is 
back,” will be held. Meanwhile, 40 
illuminated poster panels and 60 
regular 24-sheet posters have been 
called into play. They are supple- 
mented by 225 giant metal signs, 6 
feet long, for neighborhood display, 
and 300 three-foot metal signs for 
similar use. 

Stations WHK, WGAR and WJAY 
are being used for spot radio an- 


gurgle first 
many a reader of this 
in fifteen years for any 


nouncements. Street car and bus 
advertising are also being employed. 

With Leisy’s actually going on 
sale, an inquiring reporter and cam- 
era man are touring the city inter- 
viewing beer lovers, and the results 
will be told in forthcoming news- 
paper advertising. Furthermore, 
every truck will be equipped with a 
phonograph playing the old familiar 
drinking song, “Sweet Adeline.” 

The Cleveland News, Cleveland 
Plain Dealer and Cleveland Press 
have been used as the backbone of 
the campaign. 


Boys’ Aapovel 
Group Is Told 
To Advertise 


New York, May 17.—Due to fail- 
ure to advertise, or to advertise sen- 
sibly, the clothing industry has 
lagged far behind other industries 
in attracting the attention of the 
boy market to their products, the 
Boys Apparel Buyers’ Association 
was told by several authorities this 
week. 

Hartford Powel, of Kimball, Hub- 
bard & Powel, Inc., said other na- 
tional advertisers had demonstrated 
the possibilities in influencing boys 
| through comic section advertising 
| and that he wondered why clothing 
| manufacturers had not taken advan- 
|tage of this easy way to address 20,- 
/000,000 boys every Sunday. 

Condemning the blindness of man- 
ufacturers who fruitlessly conspire 
to dress up the American boy and 
to make a “sissy” of him, Ira A. 
Hirschmann, Lord & Taylor publicity 
head, urged greater effort to under- 
stand boys and to give them the kind 
of apparel they want. 

His firm’s advertising to the boy 
market is divided in appeal by three 
age groups, two to six years; seven 
to 16 years, and 17 to 21 years. Copy 
themes are developed from ideas 
gained by studying boys at home, in 
school and at play. 


Daniel W. Quinn Dies 

Daniel Webster Quinn, 62, died 
May 16 at his home at Mount Pleas- 
ant, N. Y. He joined the New York 
Sun as a boy and, advancing through 
several departments on the business 
side, retired as cashier in 1911 to de- 
vote his time to other business and 
political interests. 


“Esquire” Expands 
Publications Management Corpora- 
tion, publisher of Esquire, has leased 
additional space at 183 Madison Ave., 
New York. This is the company’s 
third expansion this year. 


TWO FILMS AID 
CONTINENTAL TO 
TELL CAN STORY 


New York, May 17.—Believing that 
the wholehearted cooperation of 
every factor in the canned food and 
oil industries will augment the 
effectiveness of its national adver- 
tising, the Continental Can Company 
has produced two sound slide-film 
productions which show wholesalers, 
retailers and distributors how to 
merchandise the campaign. 

The two productions support Con- 
tinental Can’s regular merchandising 
efforts in the form of dealer helps, 
house organs, promotional booklets 
and trade advertising. This is the 
first time the company has made 
use of the sound-slide-film method of 
making a sweeping presentation to 
the trade. 

The canned oil production requires 
a half-hour for complete showing. It 
is so constructed, however, that in 
showings to service station dealers, 
only the last half, dealing specifi- 
cally with advantages to this group, 
is projected. 

The first 15 minutes is devoted en- 
tirely to the marketing advantages 
refinery sealed cans offer the refiner 
and distributor. It starts with the 
refinery salesman interviewing an oil 
distributor and quotes results of a 
survey completed a short time ago, 
which digests the actual experiences 
of 1,110 canned oil distributors and 
dealers and indicates an overwhelm- 
ing sentiment in favor of canned oil 
marketing. 


Uses Two Methods 


In the second part of the film, with 
the distributor sold on the canned 
oil plan, which affords protection 
to both refiner and motorist and im- 
proved display and quicker turnover 
to the dealer, the story goes a step 
further in presenting the distributor 
as he instructs his salesman to sell 
the marketing program to the serv- 
ice station dealer, and the salesman 
as he works with the service station 
man, agreeing to make the station’s 
first sale to the consumer to show 
how it is done. 

In putting the sound-slide-film pro- 
ductions into circulation, Continental 
Can Company will employ two meth- 
ods. Its own representatives will 
show them to refiner or distributor 
groups when requested, or will turn 
over the machine, film and disk to 
the distributor or refiner who wants 
to employ them in his promotional 
program. 

Results of the survey mentioned 
have been published in a booklet for 
distribution in the motor oil indus- 
try. Another booklet, giving only the 
specific experiences with canned oil 
of 898 dealers is obtainable by use 
of postcards inserted in the survey 
digest. 

The distributor section of the sur- 
vey covered 212 replies. Questions 
answered produced information on 
length of time the firm has handled 
refinery-sealed motor oil, percentage 
of increase in motor oil sales during 
the period and part of increase at- 
tributed to cans, number of new deal- 
ers added, ete. 


Analyze Responses 


In the dealer analysis, 898 replies 
were embraced. Similar questions 
were answered. One _ interesting 
point is the fact that the longer the 
dealer handled the canned oil, the 
greater were his sales. Dealers han- 
dling canned oil one to five months 
averaged sales of 114 gallons each. 
There were 585 of these. With six 
months to one year’s experience, 219 
dealers averaged 354 gallons each 
and 13 with more than a year’s ex- 
perience averaged 505 gallons each. 

An indication of the effect of the 
national advertising, which is being 
handled by Batten, Barton, Durstine 
& Osborn, Inc., was given in the 
question, asked to determine the 
trend of consumer acceptance, on 
whether the dealer had noticed an 
increased demand by motorists 
lately for canned oil. 

That more motorists are demand- 


ing refinery sealed cans was noticed 


by 652 dealers. One hundred two 
observed no increase, seven were up. 
decided and 137 did not answer this 
question. 

The other production was designe 
solely to show how to tie up with 
Continental’s national campaign jp 
the food field. It will be shown to 
wholesale grocers, voluntary and cor. 
porate chains, groups of retailers ang 
other organizations. Both were pro. 
@uced by Visomatic Systems. 

Out slightly ahead of the oil preg. 
entation, it is reported by men jp 
the field to be attracting consider. 
able attention already and may 
reach as high as 20,000 in a single 
stand (at a food convention). 


Offer Reprints 


Boiled down to 15 minutes, it dep. 
onstrates how to build displays o 
canned foods and how to tie up loca! 
advertising with the national, which 
has been featuring the theme, “gar 
den-freshness and goodness sealed. 
=.” 

After each show, distributors are 
offered as many reprints of the foy, 
color national advertisements and as 
many copies of a leaflet on building 
displays that sell canned goods as 
they desire. The display ideas are 
credited to the Minnesota Valley 
Canning Company, which developed 
them, and Erwin, Wasey & Co 

Both the presentations are being 
featured in Continental’s house or. 
gans, “Canned Food News,” which 
goes to wholesalers, chains, brokers 
and canners and “Canned Oil News.” 
which reaches refiners and distriby. 
tors. 


Harriman Will Speak 
at A. A. A. A. Dinner 


Henry I. Harriman, recently re. 
elected president of the United States 
Chamber of Commerce, will be the 
principal speaker at the annual din. 
ner of the American Association of 
Advertising Agencies at the May. 


flower Hotel, Washington, D. (C, 
May 22. 
Frank Crowninshield, editor of 


Vanity Fair, will be the only other 
speaker at the dinner, which is held 
in connection with the annual meet- 
ing May 22-23. 


Fling Is Promoted; 
Made Western Editor 


Ray Fling, for 12 years editor of 
Restaurant Management Magazine, 


has been appointed western editor | 


of the group of restaurant and hotel 
magazines published by Ahrens Pub- 
lishing Company, New York. 
Preparatory to taking up his new 
duties at the Chicago office, Mr. Fling 
is making a 4,000 mile tour to study 
at first hand the effect of repeal on 
the hotel and restaurant industries. 


Three Name Rosenberg 


Eddy Form Brassiere Compaly, 
Venus Products Corporation and 
Bethlehem Furniture Company, @!! 
of New York, have appointed Rosel- 
berg Advertising Agency, New York 


Whiskey to Gardner 


McKesson Spirits Company, Nev 
York, has appointed Gardner Adve! 
tising Company’s New York office '° 
direct United States advertising “ 
William Jameson Irish whiskey. 


———) 


BAKERS 
spending 


$16.35.0.000.00 


The National Bakers Council has reported La 
sults of an investigation as to capital inves iat 
This shows estimated planned expenditures oo 


made, and that will be made, barring unfores® 
contingencies: 

(a) Buildings, Additions, and Im 5,000 

ra $ Ls 000 

(b) Machinery and Equipment.....-- 5 370,000 

(c) Delivery Equipment .......-- . pais 

$16,350,000 

js made 
Possible expenditures, needed but not being 


due to certain causes: 
(a) Buildings, Additions, and et 000 


Drovements ..........+20++5 *'G 190,000 

(b) Machinery and Equipment.... 4 940,000 

(c) Delivery Equipment ......---+- pace’ 

$19,890 000 

yr share 

The baker's business is better and to &¢! te nd 
on what they are spending, keep your produce 

your name in evidence before them. » story 

The best way to do this is to tell opakers bat? 


BAKERS’ HELPER, the magazine key “ 
read and relied upon for nearly half a cem'’ 


Send now for Bakery Market Facts. 


BAKERSHIELPER 


nT 
A MAGAZINE ¢ BAKERY PRACTICE “ MANAGEME 


& Helping Bakers Since 1887 


330S. Wells St. Chicage, I! 
r. W.F. Lee 


Eastern Advertising Representative, M 
10 East 39th St.. New York, Ca 
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ENLARGE SCOPE 
OF SQUIBB PLAN 
FOR RETAILERS 


Trade Campaign for ‘Sound 
Retailing’ Launched 


(Continued from Page 1) 

distributor who persists in selling 
our products in disregard of that 
yOLlICY. 
“The House of Squibb is deter- 
mined to maintain satisfactory dis- 
tribution of its products to the 
pharmaceutical and medical profes- 
sions, and through both, to the pub- 
lic. and is fully resolved to do every- 
thing in its power and within its 
legal rights to safeguard all inter- 
ests involved.” 

In its preparations to serve more 
retail druggists this year the com- 
pany has not only improved terms of 
the Squibb Plan contract and the 
preliminary franchise, but has just 
released films to show how a more 
effective retail selling job can be 
done 

During 1933, despite the fact that 
some members of the Squibb Plan 
were eliminated on account of credit 
difficulties and for irregularities in 
the performance of contract obliga- 
tions, there was a further increase 
in the number of shareholders. Im- 
proved business conditions expected 
under the code and changes in plan 
requirements augur the addition of 
several thousand new shareholders 
this vear. 

The 13.44 per cent earnings rep- 
resent cash income after deducting 
all expenses of the plan, including 
taxes. This was distributed to re- 
tai) members in two parts. The first 
was the usual six per cent preferred 
dividend to all. The remainder was 
distributed in direct proportion to 
the extent of cooperative effort ex- 
tended by the member. 


Reduce Purchase Requirements 


Among the new features of the 
plan is the reduction of the qualify- 
ing amount of purchases of Squibb 
products from $500 per store to $300 
and this is retroactive to the begin- 


ning of the plan so that retailers 
averaging the lower amount per 
year may be removed from the pro- 
bationary list and placed among 


qualified members in good standing. 

At the end of the 1934 calendar 
year, each member will be entitled 
to receive an amount equal to five 


per cent of his purchase of Squibb 
Products in excess of the $300 
qualifying amount. Reason for this 
modification and addition to the 
plan is to give the smallest independ- 
ent druggist a chance to participate 


in this extra profit. Independent re 
tail druggists, selling as little as $25 
worth of Squibb products per month 
how become eligible. 

The five per cent is in addition to 
the regular preferred dividend of six 
Per cent and to the profit sharing 
“mounts provided for under the 
original subseriber’s agreement. It 
'S payable to the individual retailer 
Who earns it on his individual pur- 
chases without relation to or depend- 
ence upon purehases of other mem- 


bers, 
A third elaboration concerns drug- 
SISts Who are paying for their shares 


'N the Squibb Plan on installments. 
Heretofore, distribution of earnings 
‘0 those who owe on shares was 
made by applying the earned 
“Mounts on the indebtedness. The 


roe plan is to apply one-half of the 
ep sharing amount earned to the 
th agg ‘s and pay the other half 
‘a Cash 


Plan Proves a Winner 


“The § libb Plan has prospered in 


Palme, _Seneral conditions,” Mr. 
eet Rainey is also president of 
na Plan, Inc., said in a state- 
tins Thigh past year. “A reduc- 
1999 ‘e volume compared with 


vores pare was due to generally ad- 
additi Parts conditions, precluded 
),. Hel income on increased pur- 
“Ses over the previous year as pro- 


vided under the Plan which has been 
a source of real profit to the mem- 
bers in normal years.” 

The 13.44 per cent earned on capi- 
tal invested was derived from regu- 
lar dividends on Squibb common 
stock paid into the treasury of the 
Plan and from the amounts paid into 
it by E. R. Squibb & Sons on the 
actual purchases of Squibb products 
by members. As an investment for 
retail druggists, it is pointed out, the 
Squibb Plan offers in excess of the 
average return, since the six per 
cent preferred dividend is augmented 
by further profit sharing and the new 
five per cent feature. 

In addition to these changes in the 
Squibb Plan is one concerning the 
“Distributor Franchise.” Formerly, 
retail accounts agreeing to feature 
Squibb products in their stores and 
to purchase at least $250 per store 
annually came within the scope of 
the old franchise. The new franchise 
reduces the purchase total to $150 a 
year annually. Like the old, it pro- 
vides, among other things, prices 
somewhat lower than trade list. 


Talkies Tell Story 


Franchise holders supply Squibb 
products at all times, keep at least 
one on display all the time and re- 
ceive window and counter display 
material, supplemented by other 
merchandising aids to identify them 
as headquarters for the company’s 
products and to tie-up the store with 
Squibb national advertising. The 
franchise is the first requirement of 
Squibb Plan membership. 

The new talking motion picture, 
which has been out about three 
weeks and has had a reception among 
retail druggists far beyond all expec- 
tations, is believed to be one of the 
largest and most dramatic ever used 
commercially. Shown to groups of 
pharmacists, it runs five reels, gives 
the history of the company in a con- 
cise, vivid narrative, takes the audi- 
ence through the laboratories and, in 
general, backs the company’s con- 
centration program. 

Another production of two reels is 
devoted to merchandising. Its aim 
is to show the retail druggist how 
to operate more successfully. Com- 
parisons of “front of the store” and 
“prescription department” successes 
are made with the view of combin- 
ing the two. Plans for store arrange- 
ments, displays and sales methods 
are among subjects treated. 


Leaders Form 
Hat Research 
Organization 


New York, May 17.—To function 
along the lines of the research di- 
visions of the General Motors Cor- 
poration and the General Electric 
Company, a new organization, the 
Cavanagh Hat Research Corporation, 
has been formed to handle all re- 
search and experimental activities of 
the seven companies affiliated with 
the Hat Corporation of America, it 
was announced this week. 

Its whole object will be “to im- 
prove hats.” It will engage in no 
manufacturing or selling activities of 
any nature, nor will it deal with 
style or color, except in their purely 
technical aspects. Its efforts will be 
concerned with both men’s and wom- 
en’s hats. Ideas and methods de- 
veloped to rebuild these industries 
will be released immediately to all 
companies in the trade. 

A fund has been set aside by the 
seven interested companies, which 
are The Crofut & Knapp Company; 
Knox Hat Company; John Cavanagh, 
Ltd.; Dobbs & Co.; Dunlap & Co.; 
Hodshon-Berg, Inc., and Byron Hat 
Company. Headquarters will be at 
South Norwalk, Conn. 

The problem in the men’s field is 
to increase production from the pres- 
ent half a hat to a man to somewhere 
around the 1909 figure, which was 
one and two-thirds hats per man. 


Agency Goes Bankrupt 


The Steddiford Pitt Company, New 
Haven, Conn., has filed a voluntary 
petition in bankruptcy in U. S. dis- 
trict court, New Haven, listing lia- 
bilities at $8,262.50 and assets at 


$1,542.06. 


Shop Talk 


ADVERTISING AGE is noted as the most widely quoted publication 
in the advertising field. Reason: its exclusive news stories provoke 
comment. Example: Fleur Fenton, feature writer of the New ork 
Il’orld-Telegram, devoted half a column May 2 to comment on our 
interview with George Jean Nathan and Ernest Boyd, of American 
Spectator, re advertising as a woman’s vocation. And the woman’s 
page of the [Vashington Daily News tor May 4 did likewise. 


Ae? 


ADVERTISING AGE continues to lead the procession in advertising 
lineage, accounting for 79,534 lines out of a total of 210,378 published 
in six general advertising publications in April. We are not first in 
revenue, however, but only second, indicating that our rates are lower 
in proportion than those of other similar publications. They are. 


PAA 


Although AbveRTISING AGE is a newspaper, and mechanically 
moves with unusual rapidity, it still manages to do a pretty good job for 
advertisers who like color. In the May 12 issue, for instance, the 
Chicago Tribune used a bleed page in black and red; Pictorial Review 
chose black and blue, and the American Telephone & Telegraph Com- 
pany’s page was in black and yellow. You'll have to ask our production 
department just what sleight of hand they used to get this impressive 
effect. 


eed 


Fortune says that its function is that of “objective reporting.” 
We'd like to borrow the phrase, because it describes the job of 
ADVERTISING AGE exactly. The idea is this—presentation of uncolored 
facts, as contrasted with the presentation of opinions. Opinions are 
often interesting, but we think the primary job in this field is getting 
the facts. 


PAA 


ADVERTISING AGE will again publish the convention dailies for 
the Advertising ederation of America when it has its big meeting at 
the Hotel Pennsylvania in New York June 17-20. We have been doing 
this since 1931—handling the job in New York that year and in 1932, 
and last vear at Grand Rapids. It’s a lot of fun. 


Zee 


Reporting the news isn’t the simplest nor the least expensive edi- 
torial assignment. Ask the A.P. and the United Press. ADVERTISING 
AGE publishes more advertising information than appears anywhere 
else, but it takes the services of six full-time editors and fifty corre- 
spondents to do it. Wherever big advertising news is breaking, an 
A. A. representative is on the job. 


AAA 


Maybe that’s why ApvErRTISING AGE is read, and why Joseph Spiel 
Vogel wrote to “Voice of the Advertiser” saying, ‘““The news item you 
published about us has so swamped us with requests and orders that 
we have been working until all hours of the night keeping up with 
correspondence.” The product is the Vogel-Type Aligning Paper. 


A#?A 


Our average net paid circulation for the six months ending De- 
cember 31, 1933, according to our A. B. C. audit, was 7702. We hope 
we aren’t violating any of the estimable A. B. C.’s publicity rules by 
confiding that the average for the first six months of 1934 will be 
considerably higher. 


= 


Tm we, ee 


SMa dee VO thar, CSUN ay Gene as ie SRF ay any ie teen ee er ee ee PUL nA Me oy ays a ie en ee Oe ee ant Y. Ae wee Ae I, Oe ili gi Ree ees oR Ellen: \ nee ee tet ioe AL al te hay RS ee es ae ee Se Sas a 
4 — May 19, 1934 29 i a f 
— — | a Sn; jin a . 
~ % 
10 mae. ‘ 
n- 
is > : 
2d aaa. 
in anal 
to a 
Ana 
r- ae 
- 
id 4 . 
- ae F 
28- |_| 
in 6. . 
er | : 
ay a ; 
fle 
| a 
I yah 
a | hae 
Cal ee. | 
ich . 
ar a 
ine f 
ed. | a | 
3 
5) 9 a 
are — 
our — | 
as | PS — 
ing hy ; % 4 
as ee 
a 
are iis: 
ley i. 
ped i 
: a 
Ing Be ug. 
or. | y 
Lich ae 
_— 
cers 7 
Ae 
Ws,” a * 
ibu- au a 
© ee 
C no 
ey i: 
ner ae 
cet. 

Te- - ae 
ates Bt 
the il 
din- ie. 
n of ae 

May- ci 
C. | a. 
oe 
of eras. 
yther ae 
held | - o 
neet- sees am 
- eS | 
4 is 8 
| week 
* sae 7 = a 
itor a 
. rey 
yr of on. 
zine, a 
ditor ——— . . Pare 
hotel | Be 
ote! 5a 
Pub: ce 
i ae 
new . ii ‘ 
Fling 7 
study " 
al on ene 
tries. | at 
rg ee e 
pany, aa 
a ae 
and a 
sel: | 
York = 
| = i 
r aa 
New : _ xy 
dive! x oid 
ice 10 ease 5, 
ng of oe 
ry. SS 
. AOS i 
__—_— G Sts 
= cary. 
: ae iq 
a = 
ey 
| : 
; | 
| } 
__| | 
tS. 
: ee 
-R 
ad | 
MENT 
_ begat ; 
5503 
: ers 7 
Beat. 
Pen EES 
ae te wos ae 
gle Wena a. eee mY ‘ ice o a: eee iy, eee 2S Ree ane | sitet Siem bane in| TRY 2 Wes OM ia) ae apn a ek A A Co Man re mee My nes Sn ey Fs SNR Cap CECE ns att eee Cap 8 peas’ <A Be eT ewe oh gates ee “EY emeee j CPs Biche f 
gt ee ee. és Sy pein ite AB Se oti ao! eS. iar te Pe ay tetig 7 Ee Ree Se OFS TEAS OME A ees YF einai ain 2a GP SR, MCs oscar hog Meade” et a. Ppa ae, fee gk RIE oS gk ay ce POreaEneL St) Nee aiemme ES ONT eS, Sa eee eet iY ISS 
EE SSE el ee a eee She’ Ba Sooo er eat, ae => AGS, eke ee Biss <a ks oa PM Pe Re Beet hs ye gti ee oS i Oe as een = SNL? pe pea oy Se SUG hae (aoe oe) eae: 
Lege hm Be. gal here Laat sate Pept. tae ba alae ee Shane ‘4 ; ae Ee aang Ct ie wig ue Foe 9 ; 4K ae Fai Wie sth oat 3 tone le Gt Ra a Se ee me Sa tn Ce ee Sia pie oe a Rg aa ING De is td 
ee 2 Tear age? PAT oF” S i fp hit ei eae are Be gee en a ee Mae ec Rane Maeda VERE ae CE noes he Cee.” a z gre eee ak ety : Ere FE oe vars AP oo) A OY Sa ea DSO em tone Pern ea . 3 a sae aca awa ae ae 2S gee 
4 me eae aise Pe aR wet Bip i “9 “i By a fsy ok, ter spite se a ae Cihts tage 7 ee by aise (Pi RR FIRE SR tN A Z Piet he ee BEAN Fhe a: ye ae ine af te : Pao eng woe 1. yataiaies, 3 
ent Fane Pe Mi: ha eee ieee ee Ellas toagr a es CER, aera ere ee se ene OS Per See ee BL SS AMOR re eet ea Cer Re te eA i LESION Ry eeeE I ak ee arenes PPA SEN ete. cer ORs) LL One CORR |e ie 
Pee a ween se ht AS ae Pe CT ROMER Se aE eS Ege a Cae ES Bei) nn RR eee Ae 5 0 PR ey ey See Ee OM ee ra Sa pa gel a. TR ie is eee eee SAS) eae 1 Mile = eh Meise sy, em) Se peal dh ih caer i 7 RR eet 
ee ‘a OY pede P ee Bey, WELT, “a i, 4 oN 2 Ree Sener ay eter eis See ee ON ape tee. ie dingy i ale er ees ae age ; ae eX A et OME oat thes hes cd ; Aa Ie. ee Lay ear ott oid 9 : Pr Bean 2 ak - O aah es aa : 


ag cs 


30 


ADVERTISING AGE 


ADVERTISING T0 
AGAIN DOMINATE 
CHICAGO'S FAIR 


(Continued from Page 1) 

any single exhibit on the grounds, 
will vie for attention this year with 
the magnificent structures of General 
Motors and Chrysler, and the some- 
what less elaborate displays of Hupp, 
Nash and Studebaker, another new- 
comer, 

International Harvester, Firestone, 
Goodyear, Owens-Illinois Glass, Sin- 
clair, Texas Company, and Standard 
Oil Company, the latter with an elab- 
orate and thrilling wild animal show, 
will all be back and represented by 
attention-compelling exhibits, as will 
be Gulf Refining Company and Pure 
Oil Company. 


Several New Buildings 


Notable additions to the special 
buildings and structures which last 
year housed a chosen few exhibitors 
will include a complete “Wonder 
Bakery” for Continental Baking Com- 
pany, which will house its unusual 
exhibit in what was the Dairy Build- 
ing last year; the reconstructed and 
greatly enlarged 23rd Street Bridge, 
on which Swift & Co. will provide a 
series of open air concerts by the 
Chicago Symphony Orchestra; the 
16th Street Bridge, upon which Ar- 
mour & Co. will hold forth; a model 


SING 
SOMETHING 
SIMPLE 


Aren't you pretty sick of 
ads that work themselves 
into a lather about the com- 
pany and its super super 
product? Iam. I don’t expect 
to leave you panting over our 
service or our photostats. I 
want only for you to un- 
crook your elbow, reach for 
phone, and give us one 
whirl. One will convince. . . 
Contrasty photostats. Regu- 
lar, roto-tone or glossy. And 
hoyoboy, can we work fast. 
.. Er—the phone. That’s it. 


RAPID COPY SERVICE 


{Vanderbilt 3-3680 
New York ) plaza 3-1360 
Cleveland: Main 9335 
{State 6013-4 


Chicago cyte 5980-1 


ln the center 
of 


REMINISCENT OF STRONG-MAN FEATS 


P| 
| 


Vere 


Central feature in the hall of the huge Ford exhibition at the Century 

of Progress Exposition, Chicago, will be three Ford cars suspended 

from the rim of a standard wheel. 

collaborate in the exhibition, the building for which was designed by 
Walter Dorwin Teague. 


distillery, operated by Hiram Walker 
& Sons, and a. three-story 
eating emporium, under the aegis of 
Wilson & Co. 

Back in their refurbished last 
year’s homes will be such exhibitors 
as Christian Science Monitor, Time 
and Fortune, Crane Company, Gen 
eral Cigar Company, Johns-Manville 
Corporation, Kohler Company, and 
Sears, Roebuck & Co. 


“stable” 


In the agricultural building such 
prominent advertisers as California 
Prune & Apricot Growers, 
Chemical, Coca-Cola, WKraft-Phenix 
| Morton Salt, National Biscuit, Quake) 
| Oats, Standard Brands, and others 
| will demonstrate their wares. 
| 


| 


Clorox 


Long List Represented 


The electrical group will numbe) 
| among its exhibitors Altorfer Broth 
ers, Century Electric, Conover, Elec 
tric Storage Battery, Federal Elec 
tric, General Electric, Hoover, Hur- 
}ley Machine, Radio Corporation, 
'Singer Sewing Machine, Stewart- 
| Warner, Waters-Genter, and Westing 
_ house. 
| 


In the general exhibits group the 
| list of exhibitors will include the fol- 
lowing well Known national adver 
Addressograph - Multigraph, 


tisers: 


| Agfa Ansco, American Can, Bristol- 
Myers, Brunswick-Balke-Collender, A. 
B. Dick, Dictaphone, Elgin Watch, 
Eneyelopaedia 


Britannica, Formfit, 


A 


ADVERTISING CITY 


Agency men (and women), publishers’ representa- 


LY 
™~ 


(\ 


DAILY RATES FOR 


tives, publishers, printers, engravers and typog- 
raphers are finding that the Hotel Winthrop has 
~. large pleasant rooms, an atmosphere of peace, 
and a staff that really enjoys making guests happy. 


ADVERTISING MEN FROM $3 Single... 


$4 Double. SUITES FROM $5 Daily OR $115 by the Month 


HOTEL WINTHROP 


47th Street and Lexington Avenue - New York City 


A ROGER 


a ee HOTE L 


Twenty-one corporations will 


Gar Wood, Hartmann Trunk, Inter- 
national Business Machines; 

La Salle Extension University, 
Link-Belt, National Cash Register, 
Pyroil, Simmons Company, Wahl 
Company, Western Clock, and White | 
Sewing Machine. 


Frigidaire to Have House 


Included in the Hall of Science are | 
Davol Rubber, Products, 
Heinz. Kotex, National Oil Products, 
Parents’ Magazine, 
Scholl, Sherwin-Williams 
Stanco, and Union Carbide 


Gerber 


Petrolagar, 
Simoniz. 


Other important advertisers repre 
sented in various units include Birt 
man Electric, Cudahy Packing, Ham- 


ilton Beach, International Nickel, 
fron Fireman, 8S. C. Johnson, Miracul 
Wax, Servel Sales, etc. 

Frigidaire will have a house in the 
model house group, and Good Hlouse- 


keeping will install vurden, while 
most of the country’s railroads will 
again be present in connection with 
the transportation exhibit. 

One notable Omission as tar as ad- 
vertising is concerned, will be that 


of the advertising theater which at- 


tracted some 300,000) visitors last 
year. 

Conservative about possible attend 
ance at this vear’s exhibit, officials 


of the exposition refuse to hazard a 


guess as to the atlendance, but many 
Xhibitors and tmpartial observers 
wre inclined to fteel that the attend 
ance Will be larger than is generally 


anticipated, and may even equal o7 
surpass last 
2? GOO 000, 


year’s figure of some 

None of the important exhibitors 
has announced advertising 
plans in connection with exhibits at 
the fair, but 


special 


huimerous firms will 
again Lie up sales contests with trips 
to Chicago, many will make refer 
ences to their tair showing in regu 
lar advertising, and at least one 
company, General Motors, is planning 
to run a series of excursions to the 
exposition for the benefit) of em 
ployes. 


Omaha Ad Club 
Elects Reynolds 


R. J. Reynolds, Jr... automotive ad- 
vertising manager of the Omaha Bee- 
News, has been elected president of 
the Omaha Advertising Club, succeed- 
ing Sigurd U. Bergh. 

Other officers include Wm. H. 
Kearns, Buchanan-Thomas Advertis- 
ing Company, vice-president; W. L. 
Peterson, Northern Gas and Pipeline 
; Company, secretary-treasurer; Craig 
Overholser, Northwestern Bell Tele- 
| phone Company, and Roy Wensberg, 
| Bozell & Jacobs, directors. 

Edgar Kobak, president, A. F. A,, 
| will address the Omaha Advertising 
| Club, Friday, June 1. 


Increases Guarantee 
Iefiective with the June 14 issue, 
the circulation guarantee of Wines & 
Liquors will be increased from 6,500 


to 25,000, CCA. 


Information 
for Advertisers 


The following documents may be se 
‘ured without charge by any nationa 
advertiser or advertising agency fron 
the companies sponsoring them, o' 
*hrough ADVERTISING AGE. 


No. 598. Modern Magazines Detailed 

Circulation Analysis. 

A complete breakdown of the cir- 
culation of Modern Magazines, com- 
posed of Modern Screen, Radio Stars, 
and Modern Romances, based on the 
January, 1934, issue. Breakdowns 
are given by population groups, sec- 
tions of the country, and by towns 
and counties. 

No. 599. Retail Merchandising. 

A pocket-size house organ issued 
monthly by Haire Business Publica- 
tions, which gives brief notices of 
material appearing in the eight Haire 
publications. It is designed prima- 
rily for merchandise managers and 
other top executives of retail estab- 
lishments. 


No. 584. Baking Industry Facts and 
Figures. 

A carefully selected and coordi- 
nated collection of statistics on the 
baking industry, presenting much 
valuable material on its size, distri- 
bution, buying habits, etc. Published 
by Bakers’ Helper. 


No. 564. Painter’s 
Paste—Electricity. 


Paint—Poster’s 


This is the title of a new monthly 


| paper published by R. C. Maxwell 


Company, Trenton, N. J., to keep ad- 
vertisers acquainted with latest de- 
velopments in the territory of this 
outdoor advertising company. The 
current number discusses some of 
the changes which will be noted this 
summer by the stream of pleasure- 
seekers at Atlantic City. 


No. 568. 
Market. 


The small town market was first 
out of the depression because of the 
new Government money it received 
through farmers, according to this 
analysis by Household Magazine. 
Under the terms of the Agricultural 
Adjustment Act, it reports, over 
$800,000,000 in reduced production 
payments will be circulating in small 
towns in 1934. 


Selling the New Money 


No. 558. Fawcett’s Broadcaster. 


A very attractive and interesting 
tabloid news bulletin issued regu- 
larly by Fawcett Publications, Inc., 
giving a highly pictorial presenta- 
tion of the editorial, circulation and 
promotional activities of the Fawcett 
Women’s Group. Also contains much 
marketing and _ statistical informa- 
tion. 


No. 560. First in Advertising Reve- 
nue, in Advertising Lineage, in 
Circulation, and Many Other 
“Firsts.” 

This colorful booklet gives an up- 
to-date picture of the Ladies’ Home 
Journal, pointing out its leadership 
in many editorial features which 
have proved popular with its read- 
ers. Typical pages are reproduced 
showing the editorial style and ap- 
peal, and the full color reproductions 
in which this publication pioneered. 
The Curtis circulation methods are 
analyzed and the lineage standing 
of the magazine in the women’s field 
is shown. 


No. 547. More Chance to Sell. 

A reproduction of a series of New 
York News advertisements which ap- 
peared in Women’s Wear. Inimitable 
News advertisements, with a chuckle 
in every line, but informative and 
thought-provoking also. 


No. 538. Without These People the 

Town Could Not Function. 

An unusually interesting and at- 
tractive report of a study of the type 
of readers of National Geographic 
Magazine in Montclair, N. J. Attrac- 
tively presented in pictorial form 
accompanied by brief explanations, 
the volume contains a great deal of 


information about the publication’s 
readers. It also contains a break. 
down of the percentage who bought 
automobiles, oi] burners, etc., during 
the depression, and an analysis of 
subscribers’ reading habits. 


No. 511. The Eyes of the World are 
on Chicago. 


An unusually interesting brochure 
published by General Outdoor Advyer. 
tising Company, pointing out that 
A Century of Progress is providing 
much additional circulation for Chj. 
cago outdoor displays this year. One 
especially valuable feature is the 
manner in which locations are 
spotted on a map of the city anq 
tied up with actual photographs of 
the site. 


No. 590. Which? 


An attractive pictorial representa. 
tion of the newsstand sales of the 
six women’s magazines, showing Me. 
Call's larger newsstand circulation jp 
unique fashion. 


“Weekly” Promotes Two 


William C. Spargo, who has beep 
eastern advertising manager of 
American Weekly, has been named 
vice-president, succeeding R. K. 
Strassman, who resigned last Octo. 
ber. William S. Patjens has _ beep 
made eastern advertising manager, 


Classified 
A dvertisin 


The rate for this department is 4 
‘ents a line (not agate line); mini. 
num, $2. 


POSITIONS WANTED 
Expert steno-secretary-copy writer 
with managerial ability, able to take 
charge advertising or sales cor 
respondence seeks connection with 
firm, agency or publisher. Box 458, 
ADVERTISING AGE, Chicago. 
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For Advertising Men 
NEW RECREATION 


Here’s a tonic that banishes all 
worry about closing dates, mar 
ket problems. 

First—a quick dash to your 
home at Standish Hall . . re 
freshing shower. Then to horse 

along the winding trails in 
Central Park. (Or boating, or 4 
brisk walk across the North 
Meadow.) 

Home again for dinner in the 
excellent Standish Hall restat 
rant. Later, the theatre . . only 
five minutes by subway! 


Recreation & Convenience 
are part of the pleasure of living # 
Standish Hall. Overlooking Manhat- 
tan Square Park, just a few step 
from Central Park, it has advantage 
of the country plus town-house 
forts. Its complete hotel service 
efficient, yet friendly. 


Apartments 
of 2, % or more rooms, convenienti} 
arranged. Large closets, smart t 
baths. Fully equipped serving P& 
tries and sunny’ exposures 


thoughtful features. Appointments 
up-to-the-minute; rentals down 
earth. 


Available today, a few unfum 
apartments on lease . . or ® 
furnished if you prefer. See 
for yourself—now! 


Standish Hal 
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M. Spark, Manager Arthur Lee Di “ 
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This contribution to the Art Directors’ Forum is a tribute to those who have helped to make 
progress in art and advertising thus far. Who can say but that the next century will see even 


rth 
‘i more decided changes than in the past. It will be worth watching. The march of progress will 
. ae continue to tramp to the imagination and courage of those who dare to head the parade. 
i 

This layout, submitted by Fred Hauck of Beall *® Hauck, is the third of the “Free space for Art Directors” series, sponsored by 
ce 
: <— COLLINS, MILLER & HUTCHINGS, INC. 
4 717 South Wells Street, Chicago, Illinois ‘An Engraving House That Likes To Do Business with Advertising Men” 
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DECALCOMANIA DRESSES UP TAVERN FRONT BACK TO WORK AFTER A VACATION LASTING TWO YEARS 
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Striking photograph by Torkel Corling illustrating the Prima top-of- Ste ai — oes a a ———— = ee | fi 


the-window valance, which is a Decalcomania transfer produced by om in 
di 


Meyercord Company. It is being supplied dealers who handle 


, The virile bull who has meant Bull Durham to millions for years is back on the outdoor stage, after an absence, 
Prima brews. 


of almost two years. In his last appearance, as above, he posed proudly in the role of bovine heart 
breaker, while currently he is shown stepping out of his picture and “goin’ places"—perhaps in pursuit of 
the languishing lady who eyed him so sentimentally on his last public appearance. Lord & Thomas handel 


HORSES ENGAGE FRANCIS' ATTENTION the Bull Durham advertising. (Story on Page 16.) te 


SOMETHING DIFFERENT IN ILLUSTRATIONS § " 


Hazel-Atlas Glass Company sup- ‘4 
plied these new containers for ee kk ks eS 
Clarence Francis, president of the Bronxville Riding Club, limbers up Oscar Mayer & Co., Madison, = . a, ¢ ore ey. ae der 
his young thoroughbred jumper, Nancy, for the club's annual horse Wis. Photo by Underwood & ae i | | mh 

show. (Story on Page 2.) Underwood. Pe a ” spr 


ATTRACTIVE PAINTED DISPLAY REPRODUCES IRON GATES ‘d , — SS . 

Attention-compelling photographs, of which this dew drop illustrat 

is an example, and a minimum amount of text are being used to 
Spud's story in magazine pages. (Story on Page 8.) lis} 


Foster » Kieiser enc 


NEW OUTDOOR DISPLAY BLANKETS CHICAG® 
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eee Sor 2 Common Name. Not a Common Be 

UNITED STATES BREWING tT 

This distinctive display erected in Los Angeles by Foster & Kleiser for Forest Lawn Mortuary, Glendale, i 1 Sha adv 

creating much comment. The beautiful wrought iron gates of Forest Lawn Park are reproduced in com- Simplicity and force mark this 24-sheet poster for United Vea be | 

pressed wood and stand on a platform in front of the display. The background and scene is painted on a Brewing Company, now current in Chicago. Reincke-Ellis-' 
recessed shadow box. green & Finn, Inc., is the agency. 
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